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For round the clock 
Comfort — 


the American Foundation 


for some of the finest 
shoes in the world 


DEWEY ano ALMY CHEMICAL COMPANY MONTREAL 32, CAN. 
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: sums up in one expressive word the : 
> ideals ... and demands... of both creator and < 
: craftsman of the finest shoes in calfskin. - 


They regard Tandrite Quality, Color, Finish ..° 








and Durability as essentials. Pa 
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by x 
JOHANSEN BROS. © 

SHOE CO.,INC. = 

. ** St. Louis, Mo. xs 
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A. glamorous open-side pump in Imperial Jade, with 
narrow front strap and antique silvery button, 24/8 heel 


Tandrite Calf, Color No. 368 
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E. HUBSCHMAN & SONS, INC. 


PHILADELPHIA, PENNA. 
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without question, the finest -fitting 
light-weight welts .. . their Shorthack* 


Last insures unsurpassed fit. 


*Reg. U.S. Pat Of 





hOKENGE COMPANY—COLUMBUS 15, OHIO 
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A FAST PACE...IN SALES and PROFITS! 





from the 
HOLLAND-RACINE 





SPORT 
a SHOE 
PARADE — 


STYLE 
9739 











new In Stock This rugged, two-tone moccasin 


has a comfortably brisk look . . . and it's a brisk 
Catalog 


DOCTOR SHOES 


seller! It is only one of the many H-R summer 


shoes preferred by men who are on the “‘go” . . . 


™ 
NU-M a TICs in business or sports. There's a complete 
PACE-SETTERS range of styles, sizes and prices. For a full profit on 
. 
MC COYS every sale . . . independence and stability 
Sint quel dh cane estan of Wiltend- . . . @ factory policy that protects your franchise | 
Rune eaten Ser sgetay, euaener and and future. WRITE FOR FULL INFORMATION. 
fall... and many year ‘round styles. 


WRITE FOR YOUR Exhibiting at the National Shoe Fair 


CATALOG TODAY! Chicago, April 26-29, Stevens Hotel, Rooms 610-611 


HOLLAND-Aaccae SHOES 


INCORPORATED 
HOLLAND, MICHIGAN 
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BIGGER a, 


than you thought! = 







WHITE surge 


will outpull available stocks! 


Based on the overwhelming evidence of all-white, 
and white-with-gold accent, popularity throughout the Florida season . . . 
which must influence the mass market shortly .. . 


the trade will be lamentably short of white shoes by summer. 


Temporary retail slow-ups should not make merchants overcautious 
nor manufacturers wary of restoring pre-war IN-STOCK service. 


WEHUTE is more RIGHT 
this year than ever! 





DOR 


G. LEVOR @ CO., INC. panes Witte flexy 
GLOVERSVILLE, W. Y. 
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They’re NEW. They’re SMART. They're CLOSED 
TOE-CLOSED BACK. And most important, they 
have the look of sellers! As these high style shoes 
testify, there’s always a “new look” in United Last 
thinking and creating that can be put to good 
advantage by fashion-minded manufacturers. 


Ask your United Last representative. 


UNITED LAST COMPANY, BOSTON, MASSACHUSETTS 
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@ It’s the solid virtues your customers are looking for today. And 
what's more solid than a 73-year-old reputation for quality? 
Add Walk-Over comfort and fit, plus an acute sense of 


fashion ... and you have shoes that satisfy everyone! 


Customer preference for Walk-Over Shoes is built 
on these basic essentials. There's a positive result 
for Walk-Over dealers . . . an ever-growing, 
profitable, repeat business, 


Walk-Over prices from $13.95. 


ula Goes 


Geo. E. Keith Company, Brockton 63, Mass. « New York Sales Rooms, Marbridge Building —822 and 906 
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raeye Filling Station Attendant * Farmer calls Vul- Cork “A Farm 
Es lly a farm 


ad 








Sole * “Those V yl-Cork Soles are rea 


a “The Vul-Cork Sole does not soak up oil as 
other soles do, and wear and stand up better ante, they * wear farther than any sole I’ve evet 
ip on roofs and climbing 8° Yo" 


than any sole I’ve ever used. They keep their 
shape well too — don’t bulge oF get ragged.” don't slip,  chey'te really water-proof, and the 
farm acids that ruin other soles don’t seem to 


Says 4 Large Express Company * affect Vul-C orks the slightest, and I never had 
“The employees using Vul-Cork Soles report that anything om my feet s° good to keep out cold 
they have proven valuable a5 @ protection and heat. ” 

poet ding 08 sare od Ses — cae 6A Milkman Praises V ul-Cork Insul- 
ation * “] deliver milk for the Milk 
we An Electrical Manufacture’ Doesn’t Co., and I was out in all kinds of weather. They 
Pull His Punches in peaking i are the best goles 1 ever wore for comfort in 

“They are the best non-skid soles we ever had.” winter and for being cool in summer.” 
2 About Comfortan Airline Company 
am bout Wearing Quelities a Rail- a says**--- chief praise for the soles js that 
road Company 84y s ° “These soles are they are not soft and springy as crepe, and yet 


very good, lasting three times longet than ordi- they are easier on the feet.” 


nary soles under the same working conditions.” es A Coke Manu facturi ng Firm Adds 


Send for list 
of Manufact “ bl ie { d 
Specify whether int a atin Gectese Vel nines —- a nt, easy on our eet an 


Vul-Cork 


IF IT ISN'T LABE 
LED VUL-CO 
WITH RK... IT 
VUL-CORK'S UNIQUE “LOATING 4 AIR-CELL PROCESSED 





ALWAYS ON THE SHANK 




















ACHUSET 


NEW Yi s SEE TH 
deri ol eS E COMPLETE LINE OF CAMBRIDGE 
orker — Rooms 718-719 CHICAGO — NATION STYLING FIRSTS! 
April 26-29 — Hotel oe SHOE FAIR en 
ison — Mezzanine STON — NEW ENGLAN 
a Sa Wed Suller- team 
a — ET WEEK 
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Its perfection is obvious... 
frosty, full nap . . . fine, firm texture . . . deyond imitation. 


And the treatment is typical of TAYLOR . . . generous use of creamy buck, 
soft, deep-yielding red rubber sole . . . grace-notes of authentic styling. 


Demand for these choice Imported Skins will be universal. 


Style 6510 will retell at about $12.95 
& £. TAYLOR CORP. MANUFACTURERS BOSTON, MASS. 
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IN SHOES 
FOR ALL THE 
FAMILY IT'S 






With Sundials, you promote a complete line 
of shoes for all the family ... for men, 
women and children . . . under the one brand 
name . .. SUNDIAL. Everywhere, dealers 
enthuse over the money-making effectiveness 
of “one-name” merchandising and the money- 


saving simplicity of “one-name" stock control. 


Sundial International Shoe Company 
EASTERN DIVISION Manchester New Hampshire 
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MARVINOL 


Steps up sales 
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For fast sales today . . . repeat sales tomorrow 
. . . specify products made from Marvinol, the 
new, improved vinyl resin. 











MORE STABLE! Products made from Marvinol are 
more stable, offer greater resistance to heat and light. They're 
tougher, longer lasting, flexible . . . will outwear leather many 
times. No warping, cracking, shrinkage, or scuffing. They're 
waterproof, greaseproof, unaffected by 
perspiration. Products made with Marvinol 
can be obtained in a variety of brilliant hues, 
pastels, opaques . . . eye-catchers that are color-fast, 
odorless, smoother to the touch. 


EASY-TO-WORK! Moreover, Marvinol-based plastics 
are easy to work with, readily adaptable to fast 
production. They can be machined, cut, stitched, 

punched, cemented and polished. Marvinol resins are 

backed by years of intensive research, are 
produced in the world’s most modern chemical 
plant. Production quantities are now available 
to plastic processors. The Glenn L. Martin 

Company, maker of Marvinol, does not compound 

or fabricate in the plastic field, so ask your 

supplier for information and samples. 

Chemicals Division, The Glenn L. Martin 

Company, Baltimore 3, Md. 








"The United Finishing Specialist 


Shows Us How to Finish the Different 
Leathers Coming Through”... _ 


“EVERY DAY a wide range of shoes using 

different leathers comes through our finishing y 
room ... and we look to the United for the ; ITED 
help of its finishing specialists. In this way we J - 
secure a more uniform final finish—more uni- 

form lustre — on our complete line.” FI \ I< i FS 

More and more finishing room foremen are 
relying on the United Finishing Specialists for PRODUCTS 


help in solving their difficult problems. OF 


If you have a finishing problem .. . call for 
a United Finishing Specialist. B B CHEMICAL CO. 


FINISHES FOR UPPERS * BOTTOMS + HEELS © EDGES 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 














This advertisement in full color is appearing in SEVENTEEN, CALLING ALL GIRLS, MADEMOIJSELLE and other national magazines 


Original design 
U.S. Pat. 
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SANDLER 
OF BOSTON p 
| | 


Strips and straps 
and stitches and buckles . . 
cleverly designed to 
give you a cool, new look... 


style zip worthy of the 


Original design 
US. Pot. 


“Greatest Name in Sport Shoes”. 


About $7.95-$8.95 





of 


“We chose Brogandi for SandaSol because of its 
durability, natural backing and permanent color,” 
says Arnold Sommers, of Capezio, Inc. Brogandi is 
perfect for a beach and play sandal like SandaSol, 
because, no matter how wet you get it — in salt water 


or fresh — Brogandi always dries out soft as new. 


JOHN R. EVANS & COMPANY, Inc. Camden, New Jersey 


Est. 1857 
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a Bring that extra Holiday and 
Y of Vacation volume to your Shoe 
Department — and when you 
need it most — in Warm 


Weather. 





y 
SS THE ALOHA 
—“<_ Rich summer multi-col- 

ors in cool, comfortable 


summer fabrics. 


THE NAHANT 
Brilliantly colorful multi-color stripe 
upper of airy woven fibre with mer- 


—~ Ss cerized cotton back for smooth foot 


comfort. 


THE Cambridge RUBBER COMPANY 


FURST in Poot Fashion 


€a @2C6 E629 UU 9, Baeveate veers 
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You don’t have to be a student 
of the laws of mathematical 
probability to get a true picture 
of the potential in Woman's Day. 
Here, for the advertising, is a 
disposable income of $11,637,000,000 
destined to be spent this year 
by our more than 3,000,000 housewives 
and mothers, to satisfy the generous 
living standards of the 11,400,000 
members of their collective families. 


$ 229,000,000 for Shoes and Other Footwear 
$1,258,000,000 for Clothing and Accessories 
$ 114,000,000 for Jewelry and Watches 

$ 188,000,000 for Personal Care 
$1,459,000,000 for Household Operations 


In Woman's Day you won't be gambling 
in your attempts to reach her eye and ear. 
For Woman's Day, at the lowest page 
rate per thousand of any women’s service 
magazine, enjoys the greatest single copy sale 
of any magazine in existence . . . testimonial 
to a virile editorial technique that, without 





FOUND MONEY -— a twenty-cent book- advertising inducement, has pulled more 
let offered in the editorial pages of than 600,000 reader letters and 700,000 
Woman's Day pulled 226,295 reader re- requests for instructions in a single year. 


quests within sixty days and 314,420 re- 


quests in less than six months. The 628,840 ’ 
dimes enclosed came from over one tenth Advertisers who count costs 


of Woman's Day’s 3,000,000 readers. court women who count pennies 


because buying is a woman’s business 


a Woma n’s D ay is never done selling! 
THE @ MAGAZINE 
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NOW COLORLESS 





Only Ayfea-Cheme CLEAR gives you all this! 


=) Complete 
\ Sun Protection 
"le Infra-Chem 


CLEAR stops those burning, 
fading ultraviolet rays like a 
‘rick wall! Proved by labora- 





Completely 
. Transparent 
Yes, like clear glass! 
All visible light goes through 
Infra~Chem CLEAR. Shoppers 
see each tiny detail of your dis- 
play. 





tory and store tests! 
Completely 
Colorless 


iq] 
To shoppers’ eyes, 


there's no distortion! Your dis- 
plays show in true natural col- 
ors! Infra-Chem CLEAR is 
invisibly chemicalized! 


Guaranteed 


AY 5-Ways 

Every Infra-Chem 
CLEAR shade carries a written 
guarantee for sun-protection, 
visibility, quality, wearability, 
and performance! 








FREE BOOKLET 












Never before such 


“Sun Protection plus Visibility” 


IMAGINE the extra profits this amazing NEW shade 
will give you! Forget sunburn losses — and pocket the 
big savings! Display your goods in their true natural 
colors — and sell far more! Economical, long-wearing, 
too — Infra-Chem CLEAR is truly a display miracle! 
Discovered and perfected after 7 years patient research, 
our exclusive Infra-Chem CLEAR is now ready for your 
windows! Mail the coupon or write 
today for all the sensational story! 


RANSPARENT SHADE CO. 
LOS ANGELES, CALIFORNIA 
“Exclusive Manufacturers of Iinfra-Chem” 


























EXCLUSIVE with eceeeeeeeeeeeee eee eeeseeeeeeeseee® 
Transparent Shade Co. & ESTIMATE - Transparent Sheds Ca, box 2135, Dept. 60 200 
Infra-Chem is our exclusive, plas @  Venmfas! Anson, ico Angeles 86 Coltemio ° 
secret, patented process — ap- ae gaat? © Sow ‘ere Chom CIAR “Son, Protection Visibility.” (for fee ® 
plied in our own factory by er > oa ‘ lose rough sketch snd dh ~ —~y" He ~ © 
special machinery and techni- eae”. 5 * play windows.) ° 
cal engineers. Don't be misled . ° 
by imitations! No other com- « NAME POSITION . 
pany can offer you Infra~-Chem! . . 
levisi a fai * STORE NAME — 
avisible to shoppers, a v aint . ° 

1 seh shese foe Sefigeted sive © STREET cn mm 

. . 
CORSETS HEHE EEE EEH EEE EES EES 
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Miller adjustable pack flat tree 


Plant this TREE in the 


minds of your customers! 


Once you've sold shoes to the customer, you've got fertile soil 
for a sale of shoe trees — and an additional profit! Just tell him (or her) that 
Miller trees help shoes maintain that “new look” far longer . . . are easily 
adjusted for both length and width ... and one tree size accommodates 
several shoe sizes and widths. Millers are designed to allow for metatarsal pads, 
and foreparts are modeled like a shoe last. For extra profit possibilities 


get the facts on how money grows on Miller trees... . today! 


O. A. Miller Treeing Machine Company 


PLYMOUTH, NEW HAMPSHIRE 


Branch of United Shoe Machinery Corporation 
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BONUS for the BOSS 


From Employees and Customers 


Unique, years-ahead features of beau- 
tifully styled Gemco “Packaged” 
Air Conditioners keep air so Cool, 
Clean, and Comfortable that Employ- 
ees and Customers return the 
modest cost in more and better 
work... and patronage! 


























LESS WEIGHT—Easy instal- 
lation. Strong aluminum alloy 
2-stage compressor helps save 
450 pounds. 


LESS WATER—Saves up to 
50%. Gemco can be installed 
where water is warm, scarce, or 
expensive. 


LESS NOISE—No knocking 
or pounding. Gemco compresses 
refrigerant not once, but twice, 
in two easy stages. 


LESS UPKEEP— Motor cooled 
with refrigerant (a Gemco ex- 
clusive) lasts longer. 


MORE PROFIT—No hot 
weather slumps. Gemco gives 
work-and-sales-stimulating 
climate when it’s sweltering 
out-of-doors. 


NO VIBRATION! —Try this 
5¢ Test: Balance a nickel on 
edge of a Gemco compressor. 
Start and stop the motor. The 
coin stands ...no vibration to 
run up service costs and wear out 
machinery. Visit your Gemco 
dealer. Make the 5¢ Vibration 
Test yourself. Then get a free 
estimate on Gemco Air Condi- 
tioning for your plant, shop or 
offices. Don’t wait! This is the 
installing season! 








Gemco’s Perfect 
Summer Climate 


BUILDS STORE 





TRAFFIC... SELLS 





MORE SHOES 


Comfortable employees 
are better salesmen. 
Comfortable customers 
are easier to please. 
They buy more. 





In fact, you will find that 
Gemco Air Conditioning ac- 
tually pays for itself in extra 
profits...in amazingly 
short time! 








To, Gemco, 4417-G Oleatha Ave. 
St. Louis 16, Mo. 


Please send, free 
©. Gemco Air Conditioner folder 
CO Miracula Heat Pump folder 


A/R-COND/ITION/ING 











GENERAL ENGINEERING & Name 
MANUFACTURING CO Address 
4417 Oleatha Ave. - St Lou M City State 
Firm Name 
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Now being shown by BALL-BAND Salesmen 


Dollar volume adds up fast when you can 
offer your trade a boot so easy on the eyes that it sells on sight— 
a boot so warm, so snug, so right for stormy weather wear. Rich shearling 
cuff, soft and fluffy . . . special fleece lining with extra deep pile. 
And speaking of easy fitting, it'll take everything from 
a flat to a 16/8 heel. You'll want to include the 
Sheboygan in your plans for this Fall. 


* Available in Brown, Black or White; Red in Junior sizes. 


BALL- BAND 





~~. -— 
~ 


MISHAWAKA RUBBER & WOOLEN MFG. CO., MISHAWAKA, INDIANA 
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For Style... Color...and Shape...use 


DU PONT 





“14 v5 ret OFF 


BETTER THINGS FOR BETTER 
-+-THROUGH CHEMISTRY 


April 1, 1948 


THREE AGREE! @ 






The finest crepe soles 


are made of 


DU PONT NEOPRENE 


Here’s the crepe sole that will help 
shoe designers put more “buy appeal” 
into sport, casual and campus styles. 
It combines durability and smart ap- 
pearance, for it’s made of neoprene 
crepe, a new material with all these 
advantages: 


Permanent shape — soles retain shape 
and smart appearance. 


Brilliant colors—can be produced in al- 
most any hue. 

Long service life — resists oil, grease, 
softening, abrasion. 


Freedom from tackiness — cuts down 
tracking and grit pick-up. 


Excellent uniformity — your assurance 
of dependable quality. 


Every one of the excellent properties 
of neoprene crepe is a proved point of 
superiority. Because leading sole man- 
ufacturers tested this new material for 
a year and a half before marketing 


soles made from it . . . made sure it — 


was finest in every way. 


LIVING 


You'll Find The Complete Story of these tests in 
a new booklet, ‘Neoprene Crepe Soles.”” Con- 
tains detailed descriptions of each test, plus un- 
retouched photographs showing neoprene crepe 
samples during and after testing. It’s interesting 
reading, and may lead to profits for you. Write 
for your free copy today. 





leade of America” 


Tune in Du Pont “C 
Monday nights — 8 pm., EDST, NBC 
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They just can’t take it! 


Genuine reptiles are usually bark- 
tanned and are quickly and perma- 
nently discelered by steam. 
De net attempt te steam-seoften 
thermoplastic bex tees in rep- 
tile uppers. Get your Beckwith 
agent’s recommendation in 
advance of cutting uppers. 


Depending upon which prac- 


tlee your conditions best faver, \ 


he can elther supply yeu with 
dry heaters or arrange fer your 
temporary use of canned pre- 
pared selvent bex toes which 


require ne selvent wet- 


ting at pulling-ever. 
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a designer's dream come true... 











Cz Gidha Suede 


The Queen of Suedes 


Even the most intricate designs are practical in suede 
when it's Silka Suede. For the Queen of Suedes 

may be cut as though it were a smooth finished leather. 
Direction of nap need not be considered, for 

the fine, close nap of Silka Suede lies smoothly 

when brushed in any direction. A working 

sample will show you Silka Suede’s advantages. 

Write for it today. 


COLONIAL TANNING COMPANY, Inc. 
BOSTON 11 ° MASSACHUSETTS 

















Here’s a shoe with a Celastic box toe that was imbedded 

in a cake of ice for 64 hours. When it was removed the toe 
still maintained its lasted contours . . . further evidence of 
the support and durability which Celastic gives the toe of the 


shoe in wear. 


MATCHED PAIRS... trim on the foot — true to the last 


Uniteo SHOE MacHiInery CoRPORATION - BOSTON, MASSACHUSETTS 


* “CELASTIC” is o registered trade-mork of the Celostic Corporation 
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/\ NEW BOUNCE’ 


/ \ JN YOUR STEP WITH 


/ \ Yorktown 
CREPE*SOLERS 













Here's our idea of « 
and the minute you set foot in it, 
it'll be yours, too! The leather 
is soft, supple; glows like a well-polished saddle . . . 
and the thick plantation crepe rubber sole is next best 
thing to walking on a cloud. As for fit, styling and 
quality craftsmanship, it’s YORKTOWN! 
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Write for name of your nearest dealer 
GARDINER SHOE CO., INC., Gardiner, Maine 


is 
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MANUFACTURERS OF FINE ¥ FOOTWEAR FOR HALF AC 


At the April Shee Shows 
Boston: Hotel Statler 


Room 401 

New York: Hotel New Yorker 

a Room 811 
EEE 


Chicago: Hotel Stevens 
Rooms 1109A and 1110A 


‘BOUNCE 
in Your 
_Business/, 


/  ¥@RKTOWN is on the move...” 
/ backing top values with a hard- a 
/ hitting merchandising program... 





/ ois 
“¢ advertising with selling punch. — 4 


YORKTOWN is the line towatch 
... and sell. oe 


Retailing from $8.95 to $11.95 


><, 


37 styles im stoek ... 
for immediate delivery! 


i 
/ GARDINER SHOE CO., INC., Gardiner, Maine 
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How to Select the 


Correct Cement 


For Attaching Soles 
Like These* 


<= gs 
a Sie » 

vi - LES he ee ale 

— See” 


© When Soling materials 
are to be adhered to a stitched on 
midsole of the same material 


Outsoles of synthetic ! | outel Outsoles of natural 

rubber or crepe can be - tuber or crepetican be 

attached with Supergrip Sole os united to midsoles of the same 

Attaching Cement to midsoles of the material with quick-acting and fast- 

same material. An easy spreading Supergrip drying Be Be Bond cements. The bond is com- 
cement for hand application to both units is ideal. pleted in the Goodyeur improved. Sole Laying 


Attaching is completed with Goodyear Sole Machine Model F, fitted 


with the proper pads. 
Laying or Cement Sole Attaching equipment. “ y vs 
tie ae Ya ie 
Noe eae. 
FOR EITHER TYPE OF SOLING eae ee: ae » 
Your United representative can help you determine the cement you need 
Call the United Branch Office A oe 


~ 


SUPERGRIP and BE BE BOND 


Products of UNITED SHOE MACHINERY CORPORATION wis’? 


B B Chemical Company 


ef 




















Walt Disney 
CHARACTER SANDALS 


FOR TOTS—BOYS—GIRLS 


Reorders tell the story and they're 
still reordering on our now 
famous Character Sandals. 


Each character hand- 
painted and embossed 
in four colors. Selected 
top grain leathers...B. F. 
Goodrich long-wearing 
soles and heels. 


ee). 14, 18) 28) 
PARENTS 
MAGATINE 


ta “SPORTING SHOE CO. INC. 


39 CHAMBERS STREET, NEW YORK /7,N.Y. 
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air of Quality Shoes 
An Unchallenged Economy 


ALL FASHION starts at the McAlpin with 
this showing of Fall footwear by the mem- 
bers of the Shoe Manufacturers Board of 
Trade of New York. Dedicated to more beau- 


tiful, higher Quality footwear, these style crea- 
tors will show their attractive Fall collections 
and demonstrate forcibly to you the current 
necessity for, and the Economy of Quality. 


JULIUS ALTSCHUL Inc. 
ARC LEATHER CO. 
*AVON SHOE CO. Inc. 





MEMBERS 


117-125 Gratton St., Brooklyn, N. Y. 


103 Greene St., New York City 
360 Furman St., Brooklyn, N. Y. 


*BEKER & FRIEDMAN SHOE CO. Inc. 56! Grand Ave., B’klyn, N. Y. 


*®BELEGANTI Inc. 

BENCH MAID Ltd. 
*®BON TELL FOOTWEAR CORP. 
*CANGEMI Inc. 
®CARDONE & BAKER Inc. 
*®CARLTON SHOE CORP. 
®CAUGHEY FOOTWEAR Inc. 


180—4th Ave., Brooklyn, N. Y. 
30 West 15th St., New York City 
12 West 21st St., New York City 
740 Broadway, New York City 
99 Myrtle Ave., Brooklyn, N.Y. 


130 West 17th St., New York City 


133 Wooster St., New York City 


*M. COHEN & SONS SHOE CO. Inc. 4315 Queen St. L. I. City, N.Y. 


CORSELLI Inc. 
CRIK-ETTES Inc. 
DEBUTANTE FOOTWEAR Inc. 
DELMAN Inc. 
*®SHOES BY ELIAS Inc. 
*EVERITE FOOTWEAR Inc. 
*EXCEL FOOTWEAR Inc. 
*®FALECK & LAMKAY CO. 
*HENRY FLATOW 
*®FOX SHOE MFG. CORP. 


*GELBURN SHOE MFG. CO. Inc. 


ANDREW GELLER Inc. 
*GLORIA SHOE CO. Inc. 
®GRAMERCY FOOTWEAR Inc. 
*®GROSSMAN’'S SHOES Inc. 
*®HARLYN FOOTWEAR Inc. 


81 Pearl St., Brooklyn, N. Y. 

131 West 17th St., New York City 
31 East 28th St., New York City 
345 Hudson St., New York City 
800 Union St., Brooklyn, N. Y. 
133 Wooster St.- New York City 
489 Broome St., New York City 
40 West 20th St., New York City 
29 West 17th St., New York City 
826 Broadway, New York City 
147 W. 22nd St., New York City 
735 Lorimer St., Brooklyn, N. Y. 
18 East 18th St.. New York City 
351 Jay St., Brooklyn, N. Y. 

23! Grand Ave., Brooklyn, N. Y. 
66! Broodway, Brooklyn, N. Y. 





®JERRO BROS. 
*M. LAUER 
®LoVALLE Inc. 
®MACKEY STARR Inc. 
D. MANGIARDI CO. Inc... 
JOHN MARINO Inc. 
®MEL PRESTON SHOE CORP. 
MILLER & BERGMANN 
®MODISTE SHOES inc. 
MONBURT SHOE MFG. Inc. 
®PALIZZIO Inc. 
PALTER DE LISO Inc. 
PINCUS & TOBIAS Inc. 
PREMIER SHOE MFG. CO. Inc. 
*®M. RADESCHI Inc. 


®RAO BROS. FOOTWEAR CORP. 


®WREICHERT FOOTWEAR Inc. 
®ROBERN SHOE MFG. CORP. 
WROGERS FOOTWEAR CO. 
SCHWARTZ & BENJAMIN, Inc. 
SETROY Inc. 
TAILORCRAFT SHOE CO. Inc. 
TUPPER SHOES Inc. 
®UNIQUE SHOES Inc. 
®VAN ARDEN Inc. 
®WAVERLY SHOES Inc. 
M. WOLF'S SONS Inc. 
®ZUCKERMAN & FOX Inc. 


*®EXHIBITING AT THE HOTEL McALPIN 





40 West 27th St.. New York City 
56 West 22nd St., New York City 
632 Broodway, New York City 
15! West 26th St.. New York City 
35! Joy Street, Brooklyn, N. Y. 
305 E. 63rd St.. New York City 
240 Broodway, Brooklyn, N.Y. 
105 East 16th St. New York City 
113—4th Ave., New York City 
641 Lexington Ave., Brooklyn, N. Y. 
80! Broodway, New York City 
740 Broodway, New York City 
721 Broodwoy, New York City 
449 Troutman Ave., B'blyn, N.Y. 
476 Broodway, New York City 

75 Roebling St., Brooklyn, N. Y. 
42 Greene St.. New York City 
826 Broadway, New York City 
168 Welworth St., Brooklyn, N. Y. 
842 Broodwoy, New York City 
20! East 18th St.. New York City 
4 Washington Pi., New York City 
632 Broadway, New York City 
2384 Atlontic Ave., Brooklyn, N. Y. 


38-01—35th Ave. Long Island City, N. Y. 


127 West 17th St, New York City 
273 Stote St. Brooklyn, N. Y. 
65 Bleecker St., New York City 


Board of Trade of New York 


11 WEST 


April 1, 1948 


42ND 


STREET, NEW 


YORK 


, me. 


27 














~NEW YORK or CHICAGO 
Be Sure To See 
THE BATA SHOE COMPANY 


COMPLETE SHOWING 
OF FALL LINES 


Manufacturers Fall Opening 


HOTEL NEW YORKER 
April 10-15 


ROOMS 604-605 National Shoe Fair 
Chicago, April 26-29 


HOTEL MORRISON 
ROOMS 1122-1123 


GROWING GIRLS SPORT OXFORDS 
QUALITY TENNIS AND CANVAS SHOES 


A STRONG LINE OF 
WET WEATHER FOOTWEAR FEATURING 


WHITES 


WOMEN’S BLACK CHILDREN’S WHITE 
ZIPPER BOOT COWBOY BOOT 
MISSES’ WHITE MEN’S BLACK STORM and 
PULLOVER BOOT SEMI-STORM RUBBERS 




















HAVE YOU MET YOUR BATA REGIONAL REPRESENTATIVE? 







HAROLD FREIDIN H. PORTER BROWN 
445 Broadway P. O. Box 31 
New York, New York Meridian, Mississippi 


SAM G. SOLOMON E. L. SCHMITT 





189 W. Madison Haas Building 
Chicago, Illinois 219 W. 7th Street 
Los Angeles 11, California 
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DY) | STANDARD DIVISION 
and 
y | SPECIALTY DIVISION 
| 209 South Street, Boston 
| GLAZED 
) SUEDE KID BUKKID 
: Cafe Brown 544 44 
| | Chocolate 547 47 
) Nutria 542 42 
Cinnamon 550 50 
| Brown Almond 543 oa = 
Slate Gray 584 84 584 
Woodland Green 561 61 561 
Cactus Green 583 83 i 
Turtle Green 564 64 - 
Tortoise 532 32 532 
| Purple Tile 596 96 - 
Blue Glaze 575 75 
Pottery Orange 598 98 
Brown Lustre 521 Sa sl 
Admiral Blue 576 76 576 
Dutch Cocoa 545 45 545 
Inca Brown Si a 548 
Black 
LINING COLORS: 
Gentian Blue 376 Thunder Grey 396 
Verbena Pink 336 Rancho Beige 385 
Shadow Green 365 Mustang Beige 386 
Bamboo Yellow 311 Cafe Brown 344 
Waterlily 351 Red 320 
Coke Grey 397 Black 
SLIPPER KID: 
Red 420 Tan 459 
Burgundy 431 Blue 479 
Green 461 Light Tan 421 
der April 1, 1948 
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GOODS The Carriage Trade 


%. WEARS JUMPING-JACKS 
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When money supply exceeds the supply of 
goods we get Inflation—and Inflation is the na- 
tural result of war. 


Excess quantities of money never enhance 
the value of money—dquite the reverse. 


I remember only too well my several trips to 
Europe between 1919 and 1928. 


In Germany, Poland, Austria and France 
printing presses were spewing forth money so 
fast that the paper on which the money was 
printed did not have time to dry. 















DEAL JUMPING- JACKS 
FOR A FULL HOUSE 


Stagnant money means hard times, unem- 


ployment and general demoralization. There is Always a full house at the Jumping-Jack dealer. 
Ta no doubt but that England, with our money and Jumping-Jack customers come back, and what's 
credit aid will be able to survive the storm. more, they bring friends with them. The exclusive, 


patented, Jumping-Jack one-piece sole starts 
little feet right and keeps them right. For all 
children from 6 months to 4 years of age. 


And France has recently devalued the Franc, 
thus undertaking to establish a realistic working 
Exchange rate between the Franc and the 


dominant foreign currencies. M 
The first step towards restoring money value NU P/ NG UACK 


balance is production. a 
GOFT Sitges FOR HARD WEAR 


Give the people things to buy and they will 


readily exchange their money for the things they 

need and want. PREVENTS FRICTION + RETAINS SHAPE BUILDS CONFIDENCE FOR “FIRST STEPS” 
Number one (left) Potented Jumping Jocks 
shows cromped foot help prevent onkies from 
ond friction dve to turning @ssure more 
improper balonce healthful wotking from 
Number two (right) the stort. Extra sotis 
shows foot freedom, fection assured by sw 
and equvol distriby- perior craftsmanship 
tion of weight. ond materials 


FU Teboner_ VAISEY-BRISTOL SHOE COMPANY, INC 


President 
BooT AND SHOE RECORDER 


Active dollars mean more goods sold, more 
employment and profits from which all will 
benefit. 
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by EUGENE J. HARDY 





Passage of the new limited Selective Service legislation re- 
quested by President Truman will make little difference in Army pur- 
chase of footwear, since the legislation is initially designed to bring 
the Army and Air Force up to present authorized strength. Based on au- 
thorized strength, the Quartermaster Corps now has sufficient footwear 
to last from four to five years, including service shoes and combat 
boots. This does not hold good, however, ina few of the less standard or 
average sizes in which there are lesser stocks. 

Therefore, there seems to be little immediate prospect ofa 
substantial increase in procurement. For instance, even if Congress 
should authorize doubling Army and Air Force strength, QM would still 
have from two to two and one-half years supply in hand and ample time to 
revise future procurement programs. 

Passage of legislation authorizing universal training is a 
different story. While this would mean heavily increased footwear pro- 
curement, the program is still too nebulous for procurement officers 
to estimate the quantities that might be needed. 

Recent reports from certain shoe manufacturers to the effect 
that increased imports of British men's shoes are cutting into domestic 
sales of similar footwear cannot be completely substantiated from in- 
formation now available in Washington. It is reported from some shoe 
manufacturing centers that the tariff cuts which became effective 
January 1 permit the British to sell some shoes at retail for approxi- 
mately what American manufacturers mist get for them wholesale. 

Since January 1, imports of men's footwear from the United 
Kingdom have increased when compared with the previous month as well 
as January 1947. This can be readily seen from the following tabula- 
















































































tion: . 
SHOE IMPORTS FROM UNITED KINGDOM 
(Pairs) 
January 1947 December 1947 January 1948 
Men's 8,053 5,961 14,656 
Youth's and Boys 538 11 610 
Women's and Misses 960 348 851 
Slippers __1,207_ 2,002 874 
10,758 8,322 16,991 


However, as pointed out by Washington shoe experts, these im- 
ports are still very small and figures for February and March must ~ be 
seen before any real evaluation can be made. It is also felt that British 
imports will be highest during the first quarter of this year, since 
merchants are still filling their stocks. It is further pointed out 
that, despite high-pressure advertising campaigns in a few key cities, 
sales of British shoes have not been as high as had been anticipated. 

The British drive to increase exports can be expected to con- 
tinue, however, and certain favors to export- [Turn to Page 85, Please] 
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STEVENS HOTE, 
O 
CHICAGO 
- ROOmMs SISA TO 530A 
pe 8 INCL USIVE 
. c Leese. | 
trae | 
In shoe language, the Chicago Fair means seeing the nine 
potent Selby lines. These are the feature shoes, the 
established brands in demand, that women prefer for 
quality and fit. You'll find every significant new fashion. 
You'll find the old favorites better than ever. 
3 The Fair just isn’t The Fair without seeing Selby. 


Come early! Stay late! 


ARCH PRESERVER-ACTIVE MODERNS- TRU-POISE 


S “a Nha “ STYL-EEZ-TOWN WALKER-EASY GOERS. 


PHYSICAL CULTURE+GROUND GRIPPER-CANTILEVER 


bh al 


THE SELBY SHOE COMPANY 
Portsmouth, Ohio 


New York Offices: 3120 EMPIRE STATE BUILDING (Arch Preserver * Styl-EEZ * Tru-Poise * Easy Goers) 
926 MARBRIDGE BUILDING (Physical Culture * Town Walker * Ground Gripper * Cantilever) 
Los Angeles Offices: 816 HAAS BUILDING (Arch Preserver * Styl-EEZ * Tru-Poise * Easy Goers) 
: LANKERSHIM HOTEL (Physical Culture shoes) 
35 


order ; April 1. 1948 








; 
‘ 











in style, in promotion, 
in customer acceptance 


from coast to coast! 


Solidly in the air-cool fashion parade. Correct, authentic! 
That's what the figures show! That’s why we pass the news on 
to you! TOO—that’s why we've backed up this promot’sn to 
the hilt. 

1. National Advertisement in THE SATURDAY EVENING POST 

(14,000,000 impacts on your best prospects) 

And to pipe-in this power to your locality with effect: 

2. Newspaper mats 

3. Radio spots 

4. Direct Mail Pieces 

5. Display props 

6. Posters 
Your insurance of style authority, your identification with 
the “BOSTONIAN” name—now more than ever accepted 
by the brand conscious American public. 


Are YOU missing the boat? 


For full details of the never-ending Bostonian promo- 
tional picture—write: 


Bostonian Shoes, Whitman, Massachusetts. 
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\ULEDO PUBLIC LIBRA. 


ANN SHEEHAN, style consultant 
for the Merchandise Mart, Chicago, 
lil., says: 

“Spring 1948 is without contro- 
versy on skirt length, softer shoul- 
ders and more defined waistline. 
These important silhouette points 
have been settled. The customer is 
in accord with these developments 
of this new cycle. The emphasis now 
moves to the nuances of the new 
cycle — the fine promotional points 





of the new trend. How well you 
know your customers, how familiar 
you are with the lives they lead, can 
be strong determining factors in 
how good your business will be this 
Spring and Summer. Your concern 
should be the fashion compensation 
you afford your customers for the 
higher prices they must, of necessity, 
pay.” 


HARVEY POLLOCK, president of 
the Canadian Shoe Retailers Associa- 
tion and other representative officials 
of the Canadian footwear industry 
recently predicted that men’s and wo- 
men’s shoes would show price de- 
creases in the near future. “Initial 
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price cuts, when they come, will be 
made by the manufacturers,” said 
Mr. Pollock. “Even during the de- 
pression years, most retailers refused 
to mark down shoe prices. The rea- 
son being that much of the percent- 
age mark-up (the average for Can- 
ada: 50 per cent above net cost) is 
absorbed by a loss on unsold inven- 
tory. This, because of the tremend- 
ous need for size and style variety, 
makes the retail shoe trade somewhat 
unique. 

“two factors are presently at 
work to bring shoe prices down. 
Supply of footwear has more than 
caught up with demand, especially 
in the lower price field. Thus to 
entice more buying from hesitant 
retailers already overloaded, manu- 
facturers will have to reduce prices. 

“Until quite recently, low priced 
shoes were so unpopular with our 
customers that factories turning out 
these lines began to run out of or- 
ders. Manufacturers of more expen- 
sive lines are just catching up. How- 
ever, in recent weeks our Association 
has noted the beginning of a return 
to low-priced buying. This should 
encourage greater production, with 
resultant lower prices.” 


cae 


THE BATES SHOE Company of 
Webster, Mass., publishes a very 
newsy and interesting house organ 
called The Bates Shoe Horn. In a 


recent issue they reported: 





“While making shoes for people 
nationally or internatioanlly famous 
is not new to Bates, the company re- 


ceived its first direct order from 
royalty recently. His Highness, the 


~~ 
SA 





Maharaja of Rewa in India had his 
personal secretary send for a pair 
of Bates loungers. His Highness saw 
the picture of them in our advertise- 
ment.... 


“His Highness of Rewa rules a 
state that has more than 12,000 
square miles, an area comparable to 
that of Massachusetts, Connecticut 
and Rhode Island combined. He has 
1,500,000 subjects and his own 
private army of 4000 men. His in- 
come is set at $1,250,000 annually.” 


ESTER HIETALA, ex- 
ecutive secretary of HELP FIN- 
LAND, INC., recently returned 
from a quick trip over that devas- 
tated country, Finland and says: 
“Three things only are not lack- 
ing in Finland — courage, cleanli- 
ness and hospitality. And they never 
complain. What clothes they have are 
worn and patched and worn again. 


MADAMI 








A family may have one pair of shoes 
among them, with wood for soles 


and paper tops — and maybe one 
tiny bit of leather. If only leather 
could be found — and sent. That 





would make employment and shoes 
too. Do you think this might be 
possible? Leather would be better 
than shoes for another reason — Fin- 
nish feet are very broad. It is better 
that they make the shoes.” 

“The Finns need material to work 
with — even paper and wood grow 
short in supply. If some of your 
readers heed this cry for help, I must 
go further and find thread for shoe 
sewing and even needles for this 
thread. Each person is allowed onc 
spool of white and one of black thread 
per year.” 

HELP FINLAND, INC. shares 
an office with the Save the Children 
Federation at 8 Washington Place, 
New York City, and replies will be 
gratefully received. 


HARRY SILVER, men’s shoe buyer 
for O’Connor & Goldberg, Chicago, 
upon his return from Palm Springs, 
Calif., said: 

“A good casual men’s shoe busi- 
ness should be in store for the East- 
ern part of the country, judging by 
the new styles now popular at far 
Western resorts. There seems to be 
every indication that there will be a 
decided swing to casual, suede and 
bucko type shoes. Colored suedes 
and various versions of the loafer 
type will very likely replace the tra- 
ditional brown and white men’s 
shoes this Spring and Summer. All 
over suedes in brown, blue and gray 
and the regulation loafers seem to 
be the most popular. The suede 
wedge types with lacing around the 
vamp were also well accepted.” 


of 


CLARENCE and EUGENE FUT- 
TER, owners and operators of Fut- 
ter’s Shoe Store in Mishawaka, Ind. 
feel they have had a part in a Mar- 
shall plan of their own, to help 
people in dire need in Europe. In the 
Fall of 1947, they received a letter 
from a displaced family in Germany 
humbly asking for cast-off shoes 
or clothing. First, the shoemen veri- 


fied the source of the request (Mish- 
awaka friends of the German family 
had sent them the name and address 
of the Futter Shoe Store); then the 
two began packing cartons of cast- 


off and inferior grade shoes to be 
shipped to the families in Germany. 
More letters came — letters of grati- 
tude, and sincerest thanks. By the 
end of February 1948, the two shoe- 
men had sent four good-sized boxes 
containing shoes and clothing to four 
of the families and are planning to 
send a fifth and sixth. 








The heart-warming  correspon- 
dence frem those receiving the boxes 
more than repays the Futter brothers 
for their trouble and expense. 
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SIDNEY SIEGEL, partner in the 
Peoples Shoe Store, Nanticocke, Pa., 
says: 

“Apparently most retailers are 
sticking to their established lines of 
shoes despite price increases. How- 
ever, we have been forced to drop 
a well known line which we have 
carried for years because our custom- 
ers refuse to pay the current retail 
price. In women’s shoes, ten dollars 
seems to be about the top limit with 
us. Not only are we carrying fewer 
brands, but we are also taking a small- 
er mark-up. Even so we are selling 
fewer pairs. The reason is that the 
average resident of this city has only 


§ a moderate income and must econo- 





mize in many ways to make both 
ends meet. We may be slightly handi- 
capped in doing strictly a cash busi- 
ness, as I understand that credit 
stores are rapidly increasing their 





total of accounts receivable but I 
agree with many of our customers 
that shoes cost too much at present 
levels.” 


FOOTWEAR 


Up and down, they come and go 
Along the street. 

Hither, yonder, to and fro, 

On countless feet. 

Treading here and treading there, 
Such a loyal, busy pair, 

Through the day till late at night. 
Bearing burdens, great or light. 
Tap, tap, tap, they go, 

Fro and to, to and fro. 


Thus they work from day to day; 
None so called upon as they. 
But, in time, they do give out; 
Grown too old to move about 
Any longer, though they try, 
We are forced to lay them by. 
Nothing now for us to do 
But to get another two, 

And they start to carry on 
Since the other two have gone. 
Tap, tap, tap they go, 

Fro and to, to and fro. 


—E. C. Forbes 
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“Shall we have recipes, jazz or a murder thriller?” 
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\ Challenge to Shoe Merchants 


In time of stress, men instinctively draw closer to one 
another to take counsel concerning their common prob- 
lems. This, perhaps is one of the reasons why, in the field 
of business, the service rendered by associations and trade 
groups is always most appreciated when conditions be- 
come difficult. 

The shoe business is particularly fortunate in being 
served by associations that are efficiently operated and 
led by men of practical vision. So it isn’t in the least sur- 
prising that shoe men turn to their associations for en- 
lightenment when problems arise and the answers are not 
readily apparent. 

At a recent luncheon gathering of New York shoe 
men, held primarily to pay tribute to a well known and 
popular member of the craft who has entered on a new 
venture, the executives of two national associations were 
asked to give their views on current shoe conditions. The 
addresses made on this occasion by Mr. Stephenson, of the 
National Shee Manufacturers Association, and Mr. Lang- 
ston of the National Shoe Retailers Association, are re- 
ported elsewhere in this issue. They were particularly 
timely and significant because they came as an answer to 
the widespread feeling that the shoe trade may be facing 
a more difficult period than it has experienced in recent 
years. And that feeling in turn is based on the disappoint- 
ing sales record of the first two and one half months 
of 1948, 

There still remain, as this is written, a few days of the 
early Spring selling season, during which the business sit- 
uation may change for the better. A prominent shoe mer- 
chant observed a few days ago that not until we have 
experienced thirty days of good Spring selling weather 
would he be willing to concede that the season must be 
counted a disappointment. Nevertheless, on the basis of 
the evidence thus far, it would appear that shoe demand, 
for the time being at least and possibly until prices have 
been brought into better adjustment with purchasing 
power, has declined to the lowest point of the post-war 
period. 

Mr. Stephenson is not discouraged by the present re- 
cession in retail activity; he is confident that it is a tem- 
porary rcadjustment phase and he bases his judgment on 
facts which few will be inclined to challenge or deny. 
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The next few weeks may supply either confirmation or 
proof that his opinion is mistaken. Meanwhile, he is not 
convinced that prices are as much of a factor in the situa- 
tion as they are generally believed to be. It is entirely 
possible that he is right in this; even if the consumer is 
too hard pressed by inflationary prices of more immediate 
necessities to purchase his normal quota of shoes, it is 
unlikely that any price reductions we are likely to ex- 
perience next season would be sufficient to serve as a 
substantial sales stimulus. 

In order to make an accurate appraisal of a develop- 
ment like the one that now confronts the shoe business, 
it is necessary to view it with more perspective than is 
afforded by the experience of the recent past. In these 
war and post-war years, it has been a relatively simple and 
easy matter for anyone with an elementary understand- 
ing of the retail shoe business, and with even a minor 
degrere of talent in merchandising, to conduct a profitable 
operation. Almost anybody who had a store and owned a 
stock of shoes could make money. Since the latter part of 
1946, shoe prices have been rising rapidly and it was pos- 
sible for a good many stores to show substantial profits 
even in the face of a diminishing sales volume. Ever since 
the early war years, a retailer would have had to be a 
pretty poor merchant to score a failure in the shoe busi- 
ness. 

Those days of easy selling and sure-fire profits have, 
in our opinion, very definitely come to an end. From now 
on, the shoe business is going to be a challenge to mer- 
chants, and in some seasons and localities, a pretty tough 
challenge at that. But that doesn’t mean the shoe business 
is going to the dogs, or that nobody is going to make any 
money. A lot of shoe people will continue to make good 
money, and a few may even make a lot of money. Some, 
unfortunately, will fail, and as conditions revert to some- 
thing nearer what we once considered normal, the number 
of failures may increase. That fact should arouse no ex- 
aggerated fears or apprehensions, but it should be a warn- 
ing to merchants to operate efficiently and eliminate 
everything that even faintly smells of waste. 

As Mr. Stephenson has truly said, profits in 1948 will 
be earned on selling operations and not on guessing when 
to buy and when to stay out of the market. 
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Second of Two Articles on Today's 
Problems in Shoe Retailing and How 
To Solve Them 


by 
E. B. WEISS 


Director of Merchandising, Grey Advertising Agency, Inc., 


New York 


MERCHANDISING SHOES 


A YEAR ago, the shoe retailer proposed — but the 
market disposed! This year there are two vast differences: 
First—deliveries are more dependable. Second—it is again 
possible to order on what the merchant considers a sound 
basis with respect to styles, sizes, qualities, brand names, 
etc. Only price is rigid. 

Price is a critical factor, of course. When the retailer 
is unable to fit price to his concept of his customers’ 
requirements, his freedom of action is severely circum- 
scribed. 

Yet ii is a fact that a year or so ago, the shoe retailer's 
area of free maneuvering had shriveled to peanut size. 
He couldn’t specify price, styles, colors, sizes, qualities 


or delivery dates. He had, in other words, practically no 
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control whatsoever over his business. Today, the shoe 
merchant at least has room enough in which to move 
about with comparative freedom. 

There are other “plus” factors in the current situation 
as compared with early 1947. A year ago, shoe retailers 
had weird inventories. There was just no such thing as 
a balanced stock. Shoes arrived in quantity at the tail-end 
of the season. Stocks were unbalanced in every respect 
— including price. 

Then, too, shoe retailers still had money tied up a year 
ago in fantastic sidelines. These were the lines that pre- 
sumably were destined to save the shoe retailer from sales 
starvation. As it turned out, they almost gave him an 


attack of acute indigestion! 


A 00d retailer has a “bird dog nose” 
and can smell a promotion months 
ahead. 
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Without question, retail shoe inventories were over- 
loaded a year ago — not in units nor even in dollars, but 
definitely in unsalable or slow-moving merchandise. To- 
day, the retail shoe inventory could be considered over- 
loaded only in one respect — and that is if a change in 
the market trend should put prices out of tune with che 
market. 

I would call that a pretty healthy situation. After all, 
when a retail inventory is completely out of kilter, it is 
pretty difficult to get out from under. But when an in- 


A TEETERING 


Short-Term Planning 
for 


Long Term Profits 


ventory is apt to go haywire in only one respect—price— 
then a fast-moving merchant can usually adjust without 
incurring severe losses. 

You may chuckle when I suggest a quick trip to the 
food field for verification of the point I am making. Yet, 
George L. Hartford, Chairman of the Board of the Great 
Atlantic & Pacific Tea Company—which reported a 
volume of merely $2 billions in 1947—delivered himself 
of one of his rare public remarks recently on a subject 
that required only the change of “food” to “shoes” to be 
completely applicable to the shoe business. This is what 
Mr. Hartford had to say—and, as you read it, please sub- 
stitute “shoe” for “food”: “Food retailers,” said Mr. 
Hartford, “have managed to clear their stores of most 
wartime stock and have managed this liquidation without 
incurring a loss. This is a rare feat.” 

And then Mr. Hartford gave this sage bit of advice 
to food retailers: “Your financial position was never 
stronger. Use it to good advantage. Use your funds most 
efficiently for procuring items in demand.” 

There, from one of the most successful retailers in 
this country, is counsel that could not be more sound for 
shoe merchants if it had been formulated by the head of 
our largest shoe company. Nor could it be more com- 
plete if it ran into a dozen pages. 

Let me repeat his advice, changing it only to apply 
to shoes: 

“Your financial position, Mr. Shoe Retailer, was never 
stronger. Use it to good advantage. Use your funds most 
efficiently for procuring shoes that are in demand.” 

Now the very first thing I notice is that many shoe 
merchants are mot using their funds “most efficiently for 
procuring shoes that are in demand.” For example, I ob- 
serve any number of shoe merchants who have embarked 
on expensive plans of store expansion and store renova- 
tion. In some instances, the merchant has had no choice. 
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But these are the exceptions. In the majority of instances, 
shoe merchants are expanding through deliberate choice 
and their funds—in my opinion—are not being used “to 
good advantage.” 

The very merchants who are worried because they be- 
lieve that shoe prices are too high, are quite cheerfully 
investing in buildings, fixtures and equipment that costs 
from 200 to 300 per cent more than in 1940! That is hard 
to explain. After all, an over-priced stock can be moved 


promptly enough at a sacrifice. But store expansion and 


MARKET 


store renovation costs, which undeniably are at a boom- 
time peak, will be around for a long, long time to haunt 
and taunt those merchants who did not use their funds “to 
good advantage”—who did not use their funds “most ef- 
ficiently for procuring shoes that are in demand.” This 
is a time to push out walls—not to build new walls! 

A public that is presumed to be resisting high shoc 
prices is not likely to have its resolution weakened by a 
new store facade or gleaming chromium fixtures. To the 


{ Turn to Page 66, Please] 
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It's time to get 
out those post- 
war plans and 
loosen up the 
purse strings on 
the funds you set /. 
aside for a rainy 

day. Brother, the 

drizzle sure has 

started. 
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An eagerness to get at the “facts” led Mr. Krupnick (above) and his associates to engage in the retail 
shoe business in St. Louis. 


How an Advertising Man 


“ 
Because We insist on spending other people’s mone 


with caution and reserve, we believe facts are vitally more 
important than opinions. . . ” 

That line, authored in 1939 by L. E. McGivena, New 
York advertising man, has become a definite part of our 
advertising aZency’s working philosophy. Experience ha: 
taught us, too, that when you know your client’s problems 
from manufacturing through consumer selling you’re well 
along towards increasing sales and creating a satisfied 
client-booster for your agency. 

It was to get the FACTS, to get to really know some of 
the problems—and opportunities—of the retailer, and to 
get a first-hand insight into consumer buying habits, that 
led us into the retail business. 

Since 1941 we have worked with the Roberts, Johnson 
& Rand Division of the International Shoe Company. 
During those seven years we have made several qualitative 


field surveys. We've talked with department store mer- 
chandise managers and shoe buyers, with retailers and shoe 
salesmen by the score, with ultimate consumers by the 


hundreds. 


pany executives and salesmen. Always the chief objective 


We’ve had numerous discussions with com- 


has been to learn as much as we could about what makes 
the consumer and retailer respond best—what they wanted, 
what they thought. 

Early in 1944 plans were formulated for an intensive 
dealer cultivation program. True, there weren’t shoes 
enough to go around. Yet we wanted to do all we could 
to enhance the good will of dealers, and to lay the groun- 
work for postwar expansion. 

Of late, as shoe manufacturers have intensified their 
advertising, the part played by brand names has become 
increasingly important. The trend was accelerated by 
wartime shoe rationing and subsequent price increases. 
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In Order to Find Out What Problems and Opportunities Face 

the Average Shoe Retailer, Krupnick & Associates in St. Louis 

Went into the Shoe Business by Opening and Operating a Fam- 
ily Shoe Store. Here’s What They Found Out. 


Women, among other shoe consumers, have become qual- 
ity-conscious and have come to depend more and more 
upon the nationally advertised brand as their guide to 
value. 

Consumer surveys have taught us that, by and large, 
men know the brand of shoes they prefer. Women will 
insist on a certain brand for their children. But generally 
speaking, unless they wear the most expensive, high-styled 
shoes—or, conversely, “comfort™ shoes—with a handful 
of brand exceptions, women do not know the brand they 
prefer or even the brand they’re wearing. 

Obviously, then, in the absence of strong brand prefer- 
ence among consumers of women’s shoes especially, the 
dealer to a large—but now lessening extent—becomes the 
key factor as to which brand he will favor and give 
preference. 

Thus we decided to obtain more dealer cooperation as 
one means of establishing brand preference with both re- 
tailer and consumer. But what would encourage the 
dealer to give preferential treatment to our client’s brands? 
What could we do, for example, to get, voluntarily, greater 
display of our brands in the retailers’ windows? In the 
stores’ advertising? 

We decided to ask the dealer himself. A lengthy survey 
questionnaire was prepared and mailed to all of the com- 
pany’s dealers. Response was instantaneous and over- 


which category our client falls) are derived from “family” 
shoe stores. So it was decided ours would have to be a 
family store. 

Next, we wanted a long-established store, preferably in 
our home city where we could observe what was happen- 
ing. Finally, we wanted a store which had long handled 
some of our client’s “general branch” brands. 

Because the store to us was to be a research project, we 
agreed three points would be observed: 1. We were out 
to learn things, not to prove them; 2. To avoid any fa- 
vored treatment or undue influence of any kind, our client 
would not immediately be informed of what we were do- 
ing; 3. We would keep the store as “typical” as possible 
in appearance and in general operating methods. These 
points we viewed as essential if we were to study the per- 
formance of a retail shoe store under conditions as close 
as possible to average. 

Fortunately, exactly the right kind of store became 
available for purchase. It was long-established (over 
twenty years under one proprietor, in the same location). 
It was a family-type store . An appreciable percentage 
of its sales had long been in brands of the Peters Division 
of the International Shoe Company. These brands, while 
competitive, were similar in quality and selling price to 
those marketed by our client. Moreover, a brother-in-law 
of one of our agency’s executives was found to have had 


Became a Shoe Retailer... 


by SAM KRUPNICK 
President, Krupnick & Associates, 
St. Louis, Missouri. 


whelming—an almost 40 per cent return. When the 
findings were tabulated, the answers to a number of ques- 
tions were established beyond doubt. A few of the ques- 
tions, however, still weren’t answered conclusively. 

It was then a member of our Plans Board commented, 
“It seems to me the only way we'll ever satisfy ourselves 
on some of the questions of what a dealer can and will 
do is to become retailers ourselves.” 

Which we did. 

Then and there we resolved to buy a “typical” retail 
shoe store. Painstakingly we tried to learn what consti 
tuted a “typical” store. A substantial percentage of In- 
ternational Shoe Company’s “general branch” sales (in 


April 1, 1948 


experience in family shoe store operation. A partnership 
was entered into with him. He became manager and, to 
all purposes, sole proprietor. It was agreed we would ob- 
serve, but in no way interfere, with either buying or sell- 
ing. We would suggest, not instruct. We would counsei, 
not insist. We would hope, but not even urge, that he 
continue to handle and expand the sale of shoes produced 
by our client’s sister-division. 

Our approach was about as “average” as we could keep 
it. We undertook no extensive remodeling; only an in- 
expensive interior paint job and some new floor-covering. 
We retained the same unsightly lighting fixtures, just 
dropping them a little for better floor illumination. 
Even the old-fashioned fitting chairs were retained. We 
did nothing to the somewhat weather-beaten store front. 
Store advertising was kept at the level established by the 
previous owner—which meant virtually no advertising. 

[Turn to Page 68, Please] 
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Merchandise Source: 
A Ward Hill shoe by 
Knipe Bros. 





Merchandise Sources: Left to right, Curtis Shoe Co., 
and Chas. A. Eaton Co. 
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SEVERAL times in the past few months, in discussions 
of the profit possibilities of other types of footwear, ref- 


erence has been made to the extra-pair sale performance 
of the ventilated shoe. Prewar, when specific types of 


shoes were accepted for designated occasions the Summer 


season called for a sports shoe and ventilated type, and 


sometimes a composite of the two. This sports ventilated 


type was usually in the lighter toned smoked elks, all 


white or white and combinations of smooth leathers. 


More recently, however, in our persistence to sell 


leisure shoes, we have passed over the importance of the 


ventilated type in warm weather shoe selling, just as 


many of us have passed up the profit possibilities of whites 


a nd 


combination sports shoes. 
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There is an old axiom to the effect that Nature has 
a mysterious way of providing for herself. Certainly 
Mother@Nature is a welcome ally in the selling of ven- 
tilated shoes. For, when streets start to steam, any man 
who can lay just claim to the faculty of good judgment, 
searches for, and finds, a welcome relief in the ventilated 
shoes. Of all the shoes that man can wear with prac- 
ticability on dusty city. streets, none can offer quite the 
same “cooling off” features as those to be found in the 
opened-up ventilated or perforated shoe. 
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What makes a cool shoe? Well, primarily it is a matter 
of design and construction. The most practical types of 
cool shoes are leather shoes whose uppers have been per- 
forated with holes for air spaces, and fabric shoes in the 
mesh family. 

The sandal, of course, is the coolest type of footwear 
man can wear, but practical consideration limits it to the 
beach and country and precludes its extensive use on 
dusty city streets. A cool shoe should be a sound shoe 

[Turn to Page 91, Please] 





Merchandise Sources: Jarman Shoe Co., Plymouth Shoe Co., Holland-Racine Shoes, Inc., 
E. T. Wright & Co., Stone-Tarlow Co., Inc. 
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HIGH OK LOW... 


S OME sixteen or eighteen years ago, when the first Norwegian 

after-ski shoe appeared during the Winter season on the sunny 9 \ 
streets of Miami, the wildest shoe man’s conjecture would have 

never embraced the volume proportions to which this shoe grew. It 


was a sound shoe, in construction, and in pattern too, merging the 


sabot strap peasant shoe and the equally sound moccasin to make Y 
a classic in its own right. 
It was the first mew shoe in a generation, and its success was 
! 4 


both great and sustained. No shoe has ever appeared on the American 
scene which has influenced the styling of men’s and women’s shoes 
to quite the extent as that of this foreign invader. And in each new 
season since, it has left its marked influence on the styling of other || 


men’s and women’s types. 
[Turn to Page 85, Please] 


J 
Above you'll see how straps have taken over the Norwegian 
Moccasin Leisure Shoe. Currently favored are the lower ver- 
sions, but the higher cuts are a logical development for 


Fall. Left to right: Merchandise sources, Freeman Shoe Corp., 
Wall-Streeter Shoe Co., E. E. Taylor Corp., Chas. A. Eaton Co. 
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This costurme and hat by Bal- 
main is full of new style ideas: 
fill-up dickey and sleeves of 
Pd linen; row of buttons on one 
side matched to button-holes 


A — on the other; outstitching on 
. cuffs and yoke of skirt; soft 
‘ yellow wool costume and hat, 
P third color in popularity at the 

e recent Paris openings. 


Stretchable bracelet 

_ adjusts this black 

\\ ) suede bootie to the 
\\ ena ankle. 


News in shoes is height this season and particularly 
for formal shoes. The illustrations tell their own story so 
well that little comment is necessary, but it is worth re- 
marking that both Paris and London have gone in whole- 
heartedly for the high shoe for formal wear. 

While the idea of higher shoes is one to which the cur- 
rent new styles in women’s clothes might easily lead, the 
natural inference could be that these high shoe types 
would be featured for day wear, with the skirts which are 
again dropping anklewards, but which still lack ten or 
twelve inches of reaching the ground. 

There, and especially for Winter, the boot type might 
seem a natural. But that it should have its strongest ap- 
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Below—"“The Winged Back” in dark brown 
calf with patent strap. Right—High back 
pleated collar court pump in black suede 





Satin bootie for 
evening wear by 
Molyneux. 


The “Eton Collar”, three- 
eyelet tie in brown calf on 
and strap shoe. black suede. 


The new high back 
in brown suede buckle 


7) 
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All shoes except the Molyneux are from England. 


peal for dressy wear, with formal afternoon, cocktail, 
dinner and evening clothes is one of those surprises of 

fashion which lead men to call the jade fickle. 
Molyneux created news with his satin bootues, worn 
with all types of his formal clothes and recognized as the 
kev to his collection. Their ultra-femininity is not to be 
[Turn to Page 82, Please] 


HIGH-RIDING SILHOUETTE FOR FORMAL 
SHOES ENDORSED BY PARIS AND LONDON IN 
SUEDE AND IN SATIN—CALF WITH PATENT 
AND SUEDE WITH CALF FOR LESS FORMAL 


TYPES. by DORA LOUES MILLER 
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Plan.... 





Summer's COMING! It’s time now 
to plan those Summer promotions that 
will catch extra sales. Many attractive 
team-mates are offered in shoes and 
accessories. By careful selection of your 
promotion items, you can do this vitally 
important job. Offer a well-rounded 
Summer shoe wardrobe in various colors 
types, patterns, materials to cover the 
Summer needs of your customer. Plan 
your displays to show that each and 


every item, while an individual person- 


Lett: Accent linen suits and dresses 
with linen V-throat pump by Para- 
mount; double-duty linen bag by Vir- 
ginia Art Goods; silver jewelry by 
Coro. 


Below: Highlight casual or dressy summer cos- 
tumes with white suede and gold kid ankle strap 
by Monogram Footwear; white suede with gold 
kid sling pump by Hamilton, Scheu, Walsh; white 
saddle leather and gold kid bag by Mam’selle; 
white lizard bag with gold frame by Dofan; white 
mesh and gold kid belt by Vogue; gold jewelry 
by Coro. 
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Promote.... 


For EXTRA SALES 


Summer Shoe Wardrobes Can Be Mated or Contrasted in Color, Should Be 







by BETTY TURCOTT 


Versatile, Must Be Harmonious in General Feeling to Attract Extra Sales. 


ality, can be teamed interestingly to 
complement a variety of dressy or casual 
costumes. 

Take, for instance, a dressy white 
shoe with gold piping, team it with a 
white bag, gold belt, gold jewelry or 


match the 


same shoe to a gold bag, 
white belt, gold jewelry. Either group 
ing adds a bit of spice to cool, colorfui 


prints, solid color silk dresses or Summe; 


f, “iN 


shoes und 


kidskin 


be worn with certain 


suits. Casual gold 
accessories may 
dressy clothes or with casual cottons, 
Summer sportswear, beachwear. In our 
article, “Oh, Dem Golden Slippers,” 
BOOT & SHOE RECORDER, October 
1, 1947, we pointed out several ways to 
promote gold in shoes and accessories. 

Linen shoes and accessories, now avail- 


able after a long absence, can be worn 


Below: 


to accent linen dresses and suits, ligint 


weight Summer woolens or Summer: 
dressy costumes of silk, cotton or shan 
tung. Plain linen pumps or linen pumps 
with interesting throatlines or vamp 
cutouts with matching linen handbags, 
gloves, belts can be offered in solid 
colors and prints to attract the fashion 
minded customer. 


| Turn to Page 69, Please] 


Play up leisure clothes with sisal and suede 


wedges by Taicher; denim flats by Cobblers; creel 


bag with removable shoulder strap, denim and 
Milan straw pouch bag, both by Lujean. 
straw belt by Elegant. 


Woven 
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W. W. Stephenson Discounts 


Optimistic Message At Luncheon In Honor Of Harold Callahan. 
Langston Stresses Need Of Better Selling. 


S PEAKING at a luncheon held in honor of Harold H. 
Callahan, newly elected president of Cellini, Inc., women’s 
shoe manufacturers, the executive heads of two national 
associations of the shoe industry discussed current trade 
problems and what should be done to solve them before 
an audience of traveling salesmen and prominent re- 
tailers of New York at the Pennsylvania Hotel, March 
16. The gathering was held under the auspices of the 
Boot and Shoe Travelers’ Association of New York, Inc. 
Henry H. Kaye, of Wall-Streeter Shoe Co., presided as 
toastmaster. William G. Monsees, vice-president, opened 
the meeting and introduced the president of the associa- 
tion, William Burger. 

L. E. Langston, executive vice-president of the Na- 
tional Shoe Retailers Association, emphasized the im- 
portance of better selling, both at the manufacturing and 
retail levels, and declared that the traveling sales repre- 
sentative can render a very great service to the individual 
retailer if he will make certain that the shoes he sells are 
those that will fit in with the store’s stock. Mr. Langston 
also stressed the fact that the retailer of today cannot 
operate successfully on a pre-war markup. 


Prosperity Amidst Confusion 


William W. Stephenson, executive vice-president of 
the National Shoe Manufacturers Association, discounted 
the somewhat pessimistic attitude that exists at the 
present time in certain trade quarters and sounded a strong 
note of optimism for the future. Mr. Stephenson said: 

“IT am especially glad that the tribute to Mr. Callahan 
today makes possible a meeting of this kind where some 
of our immediate and future problems can be discussed 
openly and frankly. It seems to me that our industry has 
had more than its share of confusion and uncertainty 
during the past six years, yet at no time during or since 
the war have I seen more confusion and uncertainty than 
right now. Despite my belief that the outlook for the 
shoe business in 1948 is bright, I am sure that confusion 
will persist and that uncertainty will be the rule rather 
than the exception. For the past six years the shoe in- 
dustry has thrived and prospered in a state of confusion. 
Hundreds of times we have heard the statement that the 
next sixty days will tell the story. The next sixty days 


have settled no problems in the past and cannot be ex- 
pected to do so in the future. 

“Underlying ali of the smaller questions about prices, 
markets, trends, and conditions is the fear that this is the 
beginning of the much-heralded ‘bust’ which most busi- 
ness people have considered inevitable. For three cents you 
can buy the expert opinions of a dozen different editorial 
writers, columnists, and professional business analysts. It 
is not necessary for me to add my voice to this din of 
opinion which becomes confused with war talk, politics, 
and European Recovery. 

“In lieu of all that and sticking strictly to our own 
business, I want to ask you a few direct and simple ques- 
tions: 

Three Pertinent Questions 


“First: Are people going to wear shoes in 1948? 

“Second: Assuming a high national income, which 
is virtually guaranteed by our fiscal policy, our tax bur- 
den, and our foreign obligations, are the 145 million 
people in this country going to need, buy and wear sub- 
stantially fewer shoes than they bought in 1947? 

“Third: Is there anything unhealthy or unsound 
»bout the current market which so far has shown a tend- 
ency only to boil off some of the unwarranted froth which 
rose last Fall as the result of strong inflationary pres- 
sures on certain key commodities? 

“Fourth: Have you observed that virtually all of 
the declines which have occurred since January are on 
commodity which spiralled after August of last year? 

“No one connected with the shoe business wanted to 
see branded steers advance from 18'/2 cents to 35 cents, 
and no one felt that this increase was justified by con- 
sumer spending for shoes. I fail to see why anyone today 
should be disturbed by the tendency for hides and skins 
to return to those points above which they should not 
have advanced. 

“I will make no attempt to forecast future price 
trends, but I will point out some facts which are opposed 
to a collapse in leather and shoe prices: 

“1. For the past six months the Department of 
Agriculture has forecast a meat shortage in 1948. Their 
stimates are based on the assumption that we have had 


[Turn to Page 64, Please] 
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Look Closely 
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Let S This Fiddle Shank is designed to provide maximum 
strength consistent with the style of the shoe. The 


broad heel part of the fiddle design provides lateral 


stability and the narrow waist is ribbed for full 
at a support through the arch. The toe part is flattened 

| | Sa to eliminate excessive thickness at the ball line. 

g To maintain accuracy of curve and fit, the Vita- 


Tempering process imparts the structural strength and 
rigidity necessary for the proper support of a shoe. 





UNITED SHOE MACHINERY CORPORATION (Yj) 


BOSTON, MASSACHUSETTS “tc swe 


$1 

















THEY LIVE 4 
LIFE OF STYLE 


And Demonstrate the 
Economy of Quality in Shoe; 
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Design, Management, and Merchandising . . . 4 





& 
Each Contributes Its Part to the Creation and } 
Acceptance of High Style, Quality Footwear. ~~ 
Here’s a Dramatis Personae on the Current . 
Shoe Fashion Stage. 
Bertram Geller, secretary of Andrew Geller Shoe 
Mfg. Co., in the selling and styling end of the 
business, joined the firm in 1945. Before that he 
sold shoes and, as part owner of Lieberman Shoe i 
Co., also styled shoes. 


a 





Sam Schwartz, officer in the corporation of Morris R. Delman, vice-president in charge of pro- 





Schwartz & Benjamin and closely affiliated with 
his brother, Benjamin D. Schwartz, has been with 
the firm since its inception in 1923. His work in- 
cludes sales, styling and other activities. 


duction and sales of Delman, Inc., joined his broth- 
er, Herman, in New York 22 years ago. Formerly 
in the retail business in Portland, Ore., they are 
now manufacturers of women’s quality shoes. 


) 
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Morgan Grossman, vice-president of Grossman’s 
Shoes, Inc. Brooklyn, has been 41 years in the shoe 
industry. Starting with his father’s firm, he later 
headed his own company for 19 years. In 1940 he 


returned to the family business. 
t 
ae ‘3, 
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Joseph Starr, president of Mackey-Starr, Inc., re- 
ceived his early training with Dodd and Alpern. 
After some years with E. H. Strassburger and An- 
drew Geller, he joined forces with Thomas Mackey, 
which continued until the latter’s death. 


Stanley J. Philipson, president of Van Arden, Inc., 
represents the fourth generation of Philipson shoe- 
makers. A graduate industrial engineer, he attrib- 
utes his shoe knowledge to his father, Samuel J. 
Philipson. 


Vincent DeLiso, president of Palter DeLiso, Inc., is 
the son of a Neopolitan bootmaker whose clients 
included Queen Margharita of Italy. He began his 
professional career by designing for Dan Palter, 
later becoming his partner. 























THE “INVISIBLE” SHOE FORM! 
CLEAR PLASTIC! FITS EITHER SHOE. 
MAIL THIS CONVENIENT ORDER BLANK TODAY! 


PRICE LIST SIZES 
Dar Pale .cccccccccccss $ 1.25 ea. Small 42-5 Shoes 
1 dozen pr.... 15.00 doz. Large .5¥2-6 Shoes 
: a “ aa = Trade Mark Registered* 


13.50 [7 4doz. small @ 12.00 


[-] 1 doz. small @ 15.00 [7] 3 doz. small G 
[) 4 doz. large @ 12.00 


1 doz. large @ 15.00 [} 3 doz. large @ 13.50 0 

OD Gs cccocs PAIR @ $1.25 PER PAIR. oO LARGE 0 SMALL 

[_] Please send, without obligation, your catalog ““Modern Design on Display 
containing 60 illustrations of modern fixtures. 


Firm Name_ 


Street___. : —— 
City __Zone_____State. 


ROGER KENT COMPANY... Plastics 


Mo 








211 N. Seventh St we, LAS 



















No. 981 WOMEN’S SATIN 
ROSETTE BOW 
Leather Soles 

Colors: Pink, Light Blue 
Red, Royal, Black 

Sizes: 4-9 Regular Sizes 

$1.85 


No. 372 WOMEN’S SATIN 
BALLET SLIPPER 
Gold Binding and Bow 
Soft, Durable Soles 
Colors: Red, Bive, Black 
Sizes: 4-9 Regular Sizes 
$1.65 
In STOCK 
AT ONCE DELIVERY 


Rooms 1029-1030-1031, April 10-15 


See them, Hotel New Yorker 














Arthur H. Gale, secretary of the St. Louis Shoe Manufacturers Association, 
arranges room assignments for the National Shoe Fair with Miss Odile Oetter, his 
assistant. A record-breaking delegation of St. Louis representatives is expected to 


attend. 


St. Louis — Arthur H. Gale, secre- record-breaking 
tary of the St. Louis Shoe Manufactur- 
ers Association has informed BOOT & Fair. 
SHOE RECORDER that he expects a St. 


Louis 
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delegation 
Louis to be represented at the Shoe 


manufacturers, 


will exhibit at both the Morrison and 
Stevens hotels. 

Those at include: Air 
Step Division, Brown Shoe Co.; Bour- 
beuse Shoe Boyd-Welsh, Inc.; 
Carmo Shoe Mfg. Co.; Conformal Foot- 
wear Co.; Forest Park Division, Brown 
Shoe Co.; Friedman-Shelby Shoe Co.; 
Huiskamp Brothers Co.; Jefferson Shoe 
Co.; Johansen Brothers Shoe Co.; Kane, 
Dunham and Kraus; Moulton-Bartley, 
Inc.; Mound City Division, Brown Shoe 
Co.; Paramount Shoe Co.; Rice-O’Neill 
Shoe Co.; Roberts, Johnson and Rand 
Division, International Shoe Co.; Robin- 
hood Division, Brown Shoe Co.; Spals- 
bury-Steis Shoe Co.; Sport Specialty 
Shoemakers, Inc.; Tober-Saifer Shoe 
Co.; Tweedie Footwear Corp.; United 
Men’s Division, Brown Shoe Co.; Val- 
ley Shoe Corporation; Victory Shoe Co.; 
Westport Division, Brown Shoe Co.; 
Winthrop Shoe Co., Division of Interna- 
tional Shoe Co.; Wolf-Tober Shoe Mfg. 
Co. 

The following firms will exhibit at 
the Morrison: Brauer Bros. Shoe Co.; 
Monogram Footwear, Inc.; Sandal- 


the Stevens 


Co.; 


Craft, Inc.; Stepmaster Shoes, Inc.; 
Thomasetti Shoes, Inc.; Town and 
Country Shoes, Inc.; Trimfoot Co.; 


Valley Shoe Corp.; Weber Shoe Co. 

Johnson, Stephens and Shinkle Shoe 
Co. will exhibit at both the Stevens 
and Morrison. 


from St. 


he said, 


Boot and Shoe Recorde: 


wete: 


a OF RP Ra 88 » Be 


WOLF 


ee 


April 





ATIN 


lack 
izes 


ERY 








n and 


Bour- 
Inc.; 
Foot- 
jrown 
Co.; 
Shoe 
Kane, 
rtley, 
Shoe 
Neill 
Rand 
obin- 
pals- 
ialty 
Shoe 
nited 
Val- 
Co.; 
Co.; 
mna- 
Mfg. 


t at 


idal- 
Inc.; 

and 
Co.; 


Shoe 
vens 


rder 








AEN Ei IMS 





SEE > 


ROE PRE yg 





AE 5 Fh PREM TEER CWE Se oo oe 


oh ae 


TRIE ms 





Just ask yourself 


Who gets the Blame 
for High Prices? 


It's over your counters that your customers shell out those high 
prices that hurt so much. They don’t pay the manufacturer. They 
can’t pay labor. They pay you! 


And so they blame you! 


You can fight this stigma, and at the same time strike a major 
blow at the inflation that threatens your entire business, when 
you advertise U. S. Security Bonds. 


Purchase of Security Bonds by your customers reduces the 
potential for credit inflation, stabilizes business, keeps money 
in your community, makes better customers for you. 

To restore the confidence of your customers in you, to demon- 
strate that you are side-by-side with them in the same battle, 
advertise and display this symbol and slogan! 


JOIN THE FIGHT AGAINST : 
HIGH PRICES “America’s Security is Your Security” 


BUY secunirr BONDS 


This campaign will be nationally advertised, nationally broad- 
cast, nationally displayed. Customers will look for the slogan 
and symbol in your advertising, in your store. 





You benefit yourself and your country by making this plan 
work. If you haven't yet received your complete Advertising 
and Promotion Kit, write to Retail Consultant, Advertising 
Section, U. S. Savings Bonds Division, Treasury Department, 
Washington, D. C. 


The Treasury Department acknowledges with appreciation the publication of this message by 
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MORGAN GROSSMAN 
President 





MONROE GELLER 
First Vice-president 





CHARLES FOX 
Second Vice-president 


ew York Board of Tra 


Showing as a Group for the First Time Since the War, the 
Shoe Manufacturers Board of Trade of New York Will 
Present Their Finest Shoes to Dramatize New York as a 
Quality Market for a Wide Range of Types and Price Lines. 


VyINnG in age with the New York 
quality shoe industry itself, the Shoe 
Manufacturers Board of Trade has 
an important role to play in the shoe 
industry of the nation. In addition 
to the group of high style quality 
manufacturers, the nearly sixty 
members include style manufactur- 
ers in the medium price bracket, 
thus providing, within the New 
York market, a wide range of re- 
sources. 

As an initial step in resuming their 
prewar activities, the Board of Trade 
has taken over, for the New York 
Show week, the entire fifth floor of 
the Hotel McAlpin from Sunday, 
April 18th, to Thursday, April 22. 
A temporary office for the associa- 
tion will also be opened on this floor. 

On Tuesday afternoon, April 
20th, from 5 to 7 on the McAlpin 
Roof, the members will be hosts at 
a cocktail party where, according to 
present plans, every manufacturer 
will show one or more Fall styles 
designed to reflect leading trends 
and to complement clothes. 

One of the constructive projects 


undertaken by the association within 
the past year is the education of re- 
tail shoe salesmen to a better appre- 
ciation of fine quality footwear, a 
more comprehensive understanding 
of what constitutes quality in shoes, 
the advantages of better footwear 
and how better shoes should be sold 
to the customer. The board con- 
ducted a contest among retail shoe 
salespeople nationally and offered 
prizes for the best letters telling how 
to sell quailty shoes. Jack Eagen, 
manager of the shoe department of 
I. Magnin & Co., San Francisco, con- 
tributed the following: 

“In selling quality shoes, the sales- 
man or fitter as I like to describe 
him, must understand the psychol- 
ogy or buying habits of the cus- 
tomers who buy quality shoes. 

“In order to do so effectively, he 
must first understand his own per- 
sonality and behavior in dealing with 
customers. 

“He can begin to understand him- 
self and thereby obtain selling ‘self- 
discipline’, if he can answer these 
questions affirmatively: 


- Do I like people? 


N om 


- Am I able to get along with 
them? 

“3. Am I patient with them and 
do I take an interest in their 
problems instead of thinking 
of the dollars involved? 

“4. Am I willing to make a sin- 

cere effort to help them buy 
what they need? 

“He must acquire the ability to 
‘size up’ or perceive the ‘key’ to the 
personal likes and dislikes of each 
customer. In selling quality shoes, 
each customer must receive person- 
alized service and her behavior is 
definitely affected by every word 
and action of the fitter. He can only 
acquire this ability to size up cus- 
tomers, if he studies them every 
hour, every day. After every sale he 
should review mentally everything 
that was said and done if he is to 
improve and continue to learn. 

“He must understand fashion. To 
show an intelligent interest in the 
needs of better shoe customers, he 
must know the details of current 
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Launches Kall Season... 


styles and fashions. It is not enough 
to constantly speak of “The new 
look”,—the fitter must have knowl- 
edge of shoe silhouettes that dupli- 
cate dressmaker details of currently 
popular costumes. He must know, 
for example, that a draped crossed 
bodice treatment inspires the strap 





fitter must not talk continuously. 
The customer must not feel that the 
fitter is hovering too closely. The 
customer must be permitted a cnance 
to be alone with the shoes for a min- 
ute or two while she is observing 
them. 

“A quality shoe customer must 
to another 


never be “turned over” 


with treatment of a specific sandal. He 
must know about hemlines, rounded person, and the fitter must never 
end shoulders, neckline, rounded hips. He show disappointment should the cus- 
their should read the fashion page as often tomer decide not to buy. The cus- 
king as he reads the sport page. tomer may return if the fitter is 
“The fitter must know about courteous and tactful. 
ii color and materials to intelligently “A fitter should remember that 
wea help the customers. His knowledge a quality shoe sells itself, if it has 
’ of fashion, style, color and material, been well selected to suit the style 
builds confidence in the customer and color ideas of the customer, and 
y to and accordingly a large personal fol- well fitted; ... with a ‘few’ ob- 
» the lowing. When he is able to suggest LOU FRIEDMAN servations made by the fitter to the 
each a pair of bright red calf pumps to Show Chairman effect that the style looks well, will 
hoes, go with a turquoise tweed coat, his harmonize with her clothes, and that 
rson- customer is impressed with his abil- just as he sizes up a customer as he the quality materials will hold their 
or is ity. He creates a favorable “climate” removes the shoe when he greets her. shape and give lots of personal satis- 
word around his customer and himself so He should know the lasts and pat- faction. 
only that she wants to buy. The intel- terns that are carried in stock so ‘Price’ should never be ‘talked’ 
cus- ligent use of fashion tools makes it that he wastes no time in fitting the in the selling of regular priced qual 
very unnecessary to use high pressure longer foot. ity footwear. 
le he tactics, which never work with “He should put both new shoes on “The fitter will unconsciously do 
hing quality shoe customers. at once. Never have a customer try all of the right things if he has 
is to “Quality shoe customers not only on a high heel and allow her to wear worked hard at learning them; reg- 
want style, but they insist upon her medium or low heel of the old ularly practices them just as a con- 
. To good fit. The fitter must know feet, shoe. cert musician must constantly prac- 
the lasts and patterns. He does not talk “He should handle quality shoes tice to retain his skill, and above al! 
» he about bones or lasts in a technical with such consideration that the if he likes and respects the profession 
rent manner. He should ‘size up’ a foot customer respects the shoe also. The of selling quality shoes.” 
ecorder April 1, 1948 57 
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Are building sound customers because 
they are selling shoes which protect 


a the child’s health . : . To protect the 


health of your busines look into 
the Little Yankee line. 


“GREAT SHOES FOR 
LITTLE AMERICANS” 


THE YANKEE SHOEMAKERS + DIVISION OF SAM SMITH SHOE CORPORATION, NEWMARKET, WN. H. 
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Buying Steady In 
Chicago Stores 
ALTHOUGH severe cold and 


snowstorms continued to reduce 
shopping crowds and hamper sales, 
pre-Easter business in the Chicago 
area continued at a fairly steady rate. 
With unfavorable weather for all the 
first two weeks in March, retailers ex- 
pected that their Easter sales totals 
this year would not equal those of 
1947, but are confident the slack 
will be taken up by late shopping in 
April. 

There is enough interest in cur- 
rent style trends to warrant this 
optimism, shoe men believe. There 
is heavy buying of flats, platforms 
and ankle straps, the latter in many 
variations such as double straps, 
wraparound versions and lattice trim 
effects. The sling pump is a leading 
pattern and there is an interesting 
increase in acceptance of partially 
closed treatments. Blue is first in 
popularity — in both suede and calf 
skin. Higher style patterns are sell- 
ing better than walking, tailored 
and utility types at present. There 
have been a number of successful 
reptile promotions, with cobra re- 
ceiving current emphasis. In better 
grades this material is receiving the 
most color sales, particularly in red 
and green, with some activity in 
grey. Gold, chartreuse, fuchsia and 
multicolors are selling in extremely 
high style salons. 

Recent weeks have seen an un- 
usual amount of tie-in advertising 
in which shoe promotions are keyed 
with other fashions in department 
stores. This trend indicates that shoes 
must now have some fashion signif- 
icance and emphasis to help stimulate 
their sales. Women no longer buy 
just to get a pair of shoes. 

Marshall Field & Company has 
run a number of accessory promo- 
tions which included shoes. One, 
“Her shoe is a prettified pump,” was 
related to jewelry and belts. “Sweet 
little Suede Shoes” with “The cov- 
ered up look” in baby doll and bow- 
knot styles were featured with belts, 
hosiery, and blouses in a “Give Your 
Wardrobe a Shot of Spring” promo- 
tion. Tailored calfskin pumps were 
keyed to an “I Always Notice her 
way with the Classics” advertise- 
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ment which also included gloves, 
handbags and coats. 

Carson, Pirie, Scott & Company 
used a half-page for a shoe and glove 
promotion. With Spring print 
dresses, Mandel Brothers offered a 
draped ankle strap as “smart footing 
for your Easter costume — this plat- 
form shoe with ankle flattering strap. 
Shining black patent leather—softly 
draped open toe and heel.” 

Even men’s shoes have had their 
share of coordinated promotion. In 
a recent total wardrobe promotion 
Field’s Store for Men recommended 
black town calf shoes with plain tip 
for wear with a blue unfinished 
worsted business suit. Suggestions 
for a grey flannel suit were a town 
brogue with wing tip in medium 
brown polished calf for town wear, 
and mahogany brown continental 
calf brogues, with extra heavy soles, 
for the country. 

The new “Bold Look” theme for 
men sees Carson’s recommending 
brown rugged wing tip oxfords and 
Baskin’s, full double soled cordovan 
oxfords as “Bold Look” shoes. 


» % ca 


Detroit Retailers Buy 
With Caution 


Distursinc note in local shoe 
circles is the relatively harsh feeling 
in some quarters between retail and 
wholesale branches of the industry 
—as a result of the gradual change- 
over from wartime scarcity of sup- 
ply to today’s fairly ample stocks in 
women’s lines in particular. This 
condition is a surface indication of 
the process that is taking place, with 
a return to more normal modes of 








operation in prewar terms—typi- 
cally, a trend of many stores away 
from their emergency resources and 
back to their familiar sources of 
supply. 

Extreme business caution in buy- 
ing is evident in the local territory, 
resulting from widespread concern 
over general economic trends, as well 
as significant local factors including 
protracted Winter weather, factory 
layoffs and unemployment, and 
dwindling business volume in many 
lines, together with automotive re- 
conversion plans. 

Last minute pre-Easter selling was 
very slow—at both retail and whole- 
sale levels. Retailers however, were 
optimistic that April would see an 
upward spiral of sales. 

Color trends were conspicuous in 
local sales, in the women’s lines, with 
a large variety in various materials— 
more color than in a long time. Pre- 
dominating as a keynote was gold, 
evident in such specialties as black 
suede as well as black patents with 
gold trim, and in widespread use of 
gold in trim and details on kidskin 
sandals and play shoes. 

Other leaders in standard shoes 
were grey, chocolate brown in suedes, 
black patent and red kid, together 
with a strong green sale. In sport 
oxfords, leaders were reported to be 
open backs and toes, and saddle ox- 
fords in red, green, black, and 
brown combinations with white. 

In children’s shoes, patent and 
white were leaders, as well as red 
and white combinations, with ankle 
straps and Mary Jane styles prevail- 


ing. 


Spotty Spring Business 
In New York 


“BR 
LAME the weather” for con- 
tinued spotty business in New York, 
say a large number of shoe retailers. 
Others, however, feel that price re- 
sistance is responsible to a large ex- 
tent for slow sales, but the majority 
of buyers expect that the early date 
of Easter will give business its much 
needed spurt, and that April sales 
will be more satisfactory. 

Dark shoes continue to sell best, 
with navy blue leading by a large 
percentage. Cocoa, sienna brown, 








avocado pear, some red, green and a 
little gray are reportedly 
sellers. One high quality retailer finds 
that bright colors in cobra and lizard 
have sold very well. Patent, usually 
a fast selling Spring item, is slow in 
getting started, according to a num- 
ber of shoe buyers. 

Sling pumps with '4 inch to '2 
inch platforms, classic opera pumps 
and single ankle strap sandals on 
inch platforms with dressy vamp 
treatments are popular sellers. High 
style merchants agree that while 
these opened-up sandals are selling 
well, requests for newer looking 
closed shoes with open effects bring 
in added sales in steadily growing 
proportions. High heeled closed toe 
and back shoes with open shanks or 
strap treatments are popular. 

Revived interest in medium heeled 
shoes, especially on walking oxfords 
in calf, is noted. Several buyers re- 
port that their stocks of other walk- 
ing shoes are “moving right along.” 

Dressy flats in all-over gold or 
solid color flats with gold trim are 
good sellers. Cocoa with gold trim is 
both pretty and popular according to 
one merchant. Closed types, orna- 
ments on vamps, sandals on flat heels 
continue strong. In one instance, a 
quick sell-out was a beach shoe with 
a rubber sole. 

Merchants who promote resort 
shoes find that white, white with 
gold or colored trim and classic spec- 
tators sold exceptionally well. Much 
interest is found in white or solid 
color linen pumps with matching ac- 
cessories, 

Where accessory departments are 
maintained, matching bags sell at a 
ratio of one bag to every three pairs 
of shoes. Navy blue and reptile bags 
are current best sellers. 

Business in men’s shoes, while fair, 
is better than in women’s shoes. Black 
or tan brogues with wing or plain tips 
are good sellers. A few merchants 
report that crepe soles are attracting 
early sales. *“ * * 


Weather Slows St. Louis 
Sales 


active 


Tue weather continues as the most 
frequently “cussed” as well as “dis- 
cussed” subject to shoe retailers in 
downtown St. Louis. It takes preced- 
ence over new styles and new colors, 
price resistance and consumer selec- 
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tivity. And by its rate of repetition 
in conversations with shoe men the 
questioner is left to conclude that 
its irregularity and lack of stability 
have been the predominant causes 
in the sad showing made in retail 
sales here in 1948. 

Throughout January and Febru- 
ary shoe men blamed the bad weather 
for a lack of sales, and for a good 
reason. Whenever temperatures 
moved up and clouds rolled back 
to let the sunshine break through 
the mist, store traffic jumped and 
cash registers resumed their healthy 
chirping. These periods of relief since 
January 1 have been too brief and 
too infrequent, however, shoe men 
complain, to permit them even to 
hope to be able to make a favorable 
showing for the first quarter in 
comparison to 1947. 

What was hoped was the final 
blast of Winter engulfed St. Louis 
just before mid-March with near- 
zero temperatures and a half-foot or 
more of snow, with the result that 
hopes for a decent pre-Easter show- 
ing were wiped out. “Dollars as well 
as units will be way off,” a depart- 
ment store shoe buyer said, “and 
any chance of March making up for 
February is lost.” At the beginning 
of March the daily tempo of shoe 
movements was running behind 
March 1947 at a level estimated to 
range from 10 to 20 per cent in dol- 
lar volume, with units off consider- 
ably more. 

While it is felt that a re-pricing 
of lines to put various types of foot- 
wear back into their former brackets 


would have a stimulating effect on 
retail sales, shoe men here are un- 
relenting in their conviction that the 
seat cf their problem is found in the 
fickleness of the weather. 


Sales Ahead In Miami 


Stores 


In the Miami area the unit sale in 
shoes is far ahead of what it was a 
year ago, say a number of repre- 
sentative shoe men. Women are re- 
turning to the place where they buy 
shoes to match a costume rather than 
to buy a single pair which may be 
made to do duty with several out- 
fits. 

Black patent is not selling as well 
as is black suede; color, particularly 
pastels, and white are also good sell- 
ers. 

Heels continue to go higher and 
higher, and the open shank ankle 
strap is very popular. Platforms con- 
tinue to be among the best selling 
numbers, and it is expected that they 
will continue to keep top place. 

While the closed toe classic shoe 
is wanted, the greatest demand is for 
open toe numbers. 

Gold kid has had a tremendous 
run during the resort season and has 
been wanted in every type from 
sport sandals to evening slippers. 
However, there appears to be a slight 
falling off in the demand for gold 
particularly in the better lines. 

Pastels are in high favor. Richards 
has been showing a line at $16.95 in 
sky blue, bay green, banana yellow, 
sunset pink and fuchsia. Delman is 
featuring a snow white linen pump 
which may be dyed to any desired 
shade. Saks is doing the same with 
their classic pump. 

Burdin’s has a white suede pump 
with a Midas touch of gold in the 
swathed vamp. 

One of the popular priced chains 
is highlighting black or white suede, 
ruby, emerald or royal purple, all 
touched with gold. It is one of the 
most popular shoes of the season. 
There are matching bags and belts. 

At the Shavez Shoe Salon, Miami 
Beach the report is that men are go- 
ing in for color in a big way. 

Casuals continue to be among the 
best sellers. Here, too, color is run- 
ning wild. 
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Pureell’s Has New Manager 





JOSEPH LA ROSE 


St Louis — Joseph La Rose has been 
appointed manager of Purcell’s Jack- 
sonville, Fla. Mr. La Rose was former- 
ly with Vogue Shoe Store, Heuston, 
Texas, and has been in the ladies’ field 
since 1928. He also designs and makes 
up bows and ornaments. His flat gold 
“Ballett” bow is a sensation in Jack- 
sonville. Bill Ward is assisting him with 
Jep Scarbrough, Ben Caslar and David 
Joel in the department, 





Detroit Shoe Retailers Give 
Two Life Memberships 


Detroit, Mich.—Two life memberships 
in the Detroit Shoe Retailers Associ- 
ation were awarded when that group 
held its annual installation of officers 
recently. 

One went to Walter H. Magee, a 
past-president of the association, who 
came from Philadelphia especially to 
act as toastmaster for the occasion. The 
other life membership was awarded to 
Nathan Hack, founder of Hack Shoes, 
now in California, and was accepted for 
him by his son, Leonard Hack. 

Committee in charge of arrangements 
for the affair was headed by Clyde Tay- 
lor, Rackham Shoe Store; assisted by 
Dermit McNab, Rollins; Leonard Hack; 
Samuel Plotler, Original Sample Shops; 
and Byron Lieberwitz, David's. 





Regal Shoe Company 
Opens New Unit 

Pittsburgh, Pa—The Regal Shoe 
Company opened their 80th unit recent- 
ly. The new store is in the East Lib- 
erty district of Pittsburgh. This is the 
second Regal store in Pittsburgh and 
one of those slated in the company’s 
national expansion program. Other 
units recently opened were those in 
Philadelphia, Washington and Cleve- 
land. 

The first Regal store in Pittsburgh 
has been a Fifth Avenue downtown 
landmark for years. The line in the 
downtown store has always featured 
shoes for men only. The policy in the 
new unit has broadened to include 
shoes and hose for men and women. 
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The manager of the new store is 
R. S. Rosso who until two weeks ago 
was located in the Buffalo, N. Y. store 
and transferred to Pittsburgh in time 
for the opening. 

The new store is modern in every re- 
spect and highly represents the com- 
pany’s expectations in the future busi- 
ness conditions in Pittsburgh. 





Open New Shoe. Department 

Marshall, Texas.—The Fashion, de- 
partment store at 109 E. Houston, has 
opened a new shoe department, owned 
by Leonard Blankenship. Mr. Blanken- 


ship, who has had seven years experi- 
ence in the shoe business, was formerly 
assistant manager of his brother's 
store, Paul’s, in Texarkana. 


Operating in 1 New Location 

Charlotte, N. C.—Kinney’s Shoe Store 
here is now operating in a new location 
at 107 West Trade Street, with depart- 
ments for men, women and children, 
Manager C. E. Goodnight has an- 
nounced. Women’s hosiery also is avail- 
able, along with Educator Shoes for 
children and Stuart-Holmes footwear 
for men. 
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Style Variety the Keynote of NESLA Show in Boston 


Displays to Reflect Versatility of New England Market—Casualls, 
Active Sports, Dress, Novelties And Staples on Parade 


By now variety has been pretty 
soundly established as the spice of life, 
and when the doors of New England 
Shoe Market Week open in Boston on 
April 5, variety will appear in forceful 
form as the identifying keynote of the 
women’s shoe fashion picture for fall 
of 1948. 


The most important trends, origin- 
ated and reflected in this first major 
showing of fall shoe fashions to be held 
indicate 


this year, that retailer and 





BARBARA GAY cross-strap anklet 

in suede on a high platform and high 

heel. Soft trim on vamp is edged with 

contrast color leather, cextered with 
button. 


consumer alike shall indeed have their 
“d’ruthers” in the season ahead. 

Companion piece to this variety of 
shoe styles is the versatility of the New 
England market, for the over-all pres- 
entations during this Shoe Week will 
prove the excellence of Yankee shoe 
craftsmen in al] sub-divisions of the 
women’s field. Casual shoes, active 
sports, dress, novelty, staples—all will 
be abundantly displayed. Throughout 
the collections, supremacy of workman- 
ship, respect for quality, and timely 
styling will be manifested. 


Shoes cannot, nor should not, be con- 
sidered as separate entities in the fash- 
ion picture...they are intensely im- 
portant components contributing to the 
whole essence of style. Paradoxically, 
the fashion “news” is very close to 
being a recapitulation of past eras. 
There is no ocean between Paris and 
New England at all in the world of 
fashion, and actually most of the feel- 
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ing for shoe handling in these first fall 
collections is directly descended from 
the revolutionary fashion changes first 
born in French collections as “the new 
look”. This look has been extended and 
adapted in this country, and has now 
become a whole new philosophy of fash- 
ion. The first wild oats have been sown, 
and we are now clearly embarked on a 
new and exciting cycle of fashion. 
Shades of the past appear constantly 
in fashion copy—today’s and tomor- 
row’s silhouettes are fondly likened to 
the Renoir period, the Little Women 
age, the Gibson Girl times, the gas- 
light era, the mauve decade ..and from 
all these pretty phrases, we now recog- 
nize that femininity, delicacy, elegance 
are conclusively restored to fashion’s 
grace. 


From this background shoe fashions 
to be presented during New England 
Shoe Market Week take their cues. The 
raging controversy about opened or 
closed shoes is no longer as vital as it 
has been. Although there will be many 
sling-back and open-toe high-style shoes, 
the closed look is moving with more and 
more surety towards a pronounced vic- 
tory. Versions of the Dorsay and opera 
pump will be abundantly shown—clean- 
cut length of line will be the distin- 
guishing silhouette mark, and a feeling 
of siraplicity and grace will emanate. 


Shoe manufacturers, at the urging of 
their customers, seem to be strap- 
happy, for infinite variations on strap 
themes will be seen. The ankle strap 
continues importantly ... now it will 
be seen in double and even triple anklet 
styles, and multiple strap treatments 
across the instep will be shown also. 
Making good use of the area between 
lengthened skirt and tip of toe, strip- 
ping will be often seen. 





AMERICAN GIRL black suede 
sling-back, open toe pump. High plat- 
form understudies envelope vamp 
piped with gold. High, tapered heel. 


Conforming to the covered-up man- 
ners of the ready-to-wear world, back- 
interest shoes will maintain their im- 
portance. High quarters will be used ir 
many dress shoe styles, often finished 
with cleverly manipulated cuffs and 
wings. 

The free, airy feeling has not been 
abandoned by any means... wide-open 
shanks offer cloud-walking comfort in 
all types of shoes. 


A single accent note dominates all 





TONI DRAKE will show this in- 

teresting variation of the sling-back, 

closed toe pump. Multiple straps 

cross over the instep gracefully .... 

open cut-out triangle in vamp further 

conveys the openness of this new suit 
shoe. High, Louis heel. 


others...the munificent use of gold. 
This note is sometimes translated into 
a very narrow piping...it appears in 
the form of softening dressmaker 
touches...or lacings...or in more 
formal uses. 


The destiny of the platform still does 
not seem to be completely determined. 
Many platforms will be shown, gen- 
erally in medium or high interpreta- 
tions, but in most of the dress collec- 
tions, the platform is, for the first time 
in many years, conspicuous by its ab- 
sence. 


Heels, even like the conversational 
cost of living, reach all heights. Few 
New England manufacturers seem to 
have adopted the Louis heel au natural, 
though modified use of it will be ap- 
parent in many of the high-style col- 
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About Shoe People 


Robert E. Talley and his nephew, 
Robert M. Hurdle, have bought Nebs 
Bootery on Lakewood, Long Beach, Calif. 
Mr. Talley has been in the retail shoe 
business for the past 18 years, starting 
with Walk-Over in Cedar Rapids, Iowa. 


Homer Webster, Western manager 
for Pli-Mode and Hi Larks, has ap- 


pointed Victor Wood of Salt Lake City 
o cover the five Rocky Mountain 
Webster also announced the 
appointment of Paul Hoyt, who makes 
his headquarters in Seattle, as repre- 
sentative for the entire Northwest. 


* 


+ 


States. 


Louis Harlick and Joseph Galdas, co- 
owners of Harlick Shoe Manufacturing 
Co., makers of roller skating and ice 
skating shoes, have moved their fac- 
tory and offices into larger quarters 


at 1125 Market St.. San Francisco, 
Calif. The firm is well-known for its 
fine grade of ice skating shoes which 


are featured in Ice Cycles, Ice Vocues, 
and Ice Follies. 

F. C. Hernandez, w*o has been man- 
aging Karl Shoe Stores in Southern 
California for the past 19 years, re- 
cently purchased the Kern Shoe Store 
at 4734 Whittier Blvd., East Los An- 
geles, Calif. 

* » *. 

Bernard Kellner, former partner of 
Reznick & Kellner Wholesale Shoe Co.., 
301 E. Eighth St., Los Angeles, Calif... 
recently dissolved partnership and 
opened his own wholesale house at 783 
S. San Pedro St., Los Angeles. He is 
carying boys’, growing girls’, and chil- 
dren’s lines of footwear. 

* + 

Sam Fogelson, who for several years 
was manager for Malin’s and Kirby’s 
shoe stores in Compton, Calif., has 
opened his own shoe store at 261 E. 
Compton Blvd., Compton. He is featur- 
ing shoes for men, women, and children. 

Joseph Mandeloff, former manager 
of Kirby’s for 12 years, has opened a 
family shoe store at 1062 South Fair- 
fax, Los Angeles, Calif. He is carrying 
all nationally advertised brands of 
footwear for men, women, and children 

> * 7 

Simon Ruslander is now manufactur- 
ing infants’ and children’s lasted and 
stitched shoes under the name of Rico 
Shoes in San Francisco, Calif. Mr. Rus- 
lander was formerly in the shoe man- 
ufacturing business in South America. 

* * ™ 

Emerson Blake, previously with Kain 
Shoe Store, San Pedro, Calif., has been 
made manager of Frank’s Shoe Store 
in the same city. 

* . 

Frank Harlow, president of Frank 
Harlow Company, Los Angeles, Calif., 
has announced the appointment of Irv- 
ing Erhlich to be in charge of the 
firm’s fitting room. Erhlich is a well- 
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“I'm back for 
another pair of 


FOOT REST SHOES!” 





Muppendor, 
FOOT REST 


SHOES 





E 
CRiep exist 


Pricea at $9.95 and $10.95 
(a few styles higher) 





YEAR after year, season after season, 
Krippendorf dealers enjoy this bonus of 
repeat business from satisfied customers. 


There are many good reasons why Foot 
Rest wearers come back for more. These quality shoes are lovely 
to look at, comfortable to wear, designed to fit perfectly from 


the very first step. 


Write us — find out how you, too, can profit by stocking this 
fast-selling line of *nationally advertised footwear. 
THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, OHIO 
New York Showroom: Marbridge Building 
“Makers of women’s fine footwear since 1872” 


*Nationally advertised in Vogue, Ladies’ Home Journal, Mademoiselle, 
Woman's Home Companion, Good Housekeeping, The Grade Teacher, 


and The Instructor. 








known shoe factory executive, with 
considerable and favorable background 
in New York and in New England 


factories. a i a 


A. E. Kern, buyer for the ninety Arola 
retail shoe stores in Switzerland, has 
been making a detailed and extensive 
survey of the manufacturing and buy- 
ing markets during a recent visit to 
Los Angeles. His firm, which is owned 
by Bally, Inc., has authorized the buying 
of considerable number of casual shoes. 


Alex Green is now styling as well as 
having full charge of both the sales 


and promotion for the new line of cas- 
uals which the Fern Shoe Co., Los An- 
geles, is introducing. This casual line 
has been broadened to include many new 
lasts and patterns. 


C. M. Miller has recently opened a 
new family shoe store known as The 
Shoebox at 320 N. Marion Street, Lake 
City, Florida. 


Mr. Joseph Grace, present assistant 
manager of A. S. Beek’s New Haven, 
Conn. store, has been promoted as man- 
ager of their Waterbury, Conn. store. 
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Sees Strong 1948 Shoe Demand 


[Continued from Page 50] 


an extremely heavy kill for several years and that you 
can’t kill the same cow twice. This forecast is being 
borne out by a substantial reduction in the kill so far 
this year. Current livestock prices seem to have further 
slowed down the movement to market. Remembering 
that we had no surplus last year, a reduced kill is not 
compatible with a surplus of hides and skins this year. 

“2. The packing house strike is an immediate threat 
to the hide supply. 

3. Despite a falling off in retail business during 
January and February, I am confident that retailers are 
not replacing their stocks currently and that retail in- 
ventories are dropping. This condition, together with 
weather-delayed buying by consumers, means that a back- 
log of demand is building up to bring pressure on the 
market later on. All of us witnessed the effect of mer- 
curial sentiment last year and its effect on business and 
prices. It will be unfortunate if we blow hot and cold 
this year when stability and sound judgment are im- 
perative. Five dollars can be lost on walk-outs while one 
dollar in price reduction savings is being awaited. 

“In our readiness to concede a sales decrease in Jan- 
uary and February, we may have overlooked some im- 
portant underlying factors. Retail sales in January and 
February last year were ten per cent better than the pre- 
war seasonally adjusted average. This means that a good 
share of the decrease so far this year can be attributed to 
the return of the prewar pattern of seasonality. As a 
matter of fact, this pattern was fully restored in March 
of last year, and except during the “Newburyport de- 
pression” of April and May has been on the beam ever 
since, 

Says Stores Overlooking Fundamentals 


“Another point we may have overlooked is that con- 
sumer expenditures in shoe stores and departments held 
up well in January and February. This did not result from 
higher shoe prices but from an abnormal sale of rubber 
footwear and other miscellaneous items. As long as cus- 
tomers and dollars are flowing into the stores it is dif- 
ficult to say that business is bad. 

“IT have a strong conviction that all of us, and es- 
pecially retailers, have placed too much emphasis on 
prices, trends, and potentials and not enough on store 
operations, sales training, shoe fitting, and style coordina- 
tion. A recent study of retail shoe operations conducted 
by Elmo Roper for the National Shoe Manufacturers’ 
Association and the National Shoe Retailers Association 
shows a deplorable lack of attention to some of the basic 
fundamentals of store management. I cannot conceive of 
a successful retail shoe business being built and main- 
tained without good salesmen, good shoe fitting, and good 
style coordination. Yet many stores seem to be overlook- 
ing these fundamentals. My comments on this subject 
are not intended to be critical, but rather to point out 


the phase of our business where the most constructive 
good can be accomplished. The most scientific lasts, the 
most accurate sizing, and the finest shoemaking are wasted 
if the shoes are not properly fitted to the customers’ 
feet. 

“I recently asked a successful designer of men’s shoes 
where he got his ideas for new styles. He said that they 
came entirely from a study of men’s apparel and that he 
undertook to design shoes that would go well with certain 
items of costumes. I asked him how often the coordina- 
tion which caused a style to be conceived was carried 
through to the retail store and to the wearer. He said— 
‘Practically never.’ 

“In my opinion manufacturers, through printed ma- 
terial and especially through their salesmen, must give the 
retailers more merchandising information and help, and 
the retailers must better train their salespeople to carry 
this message to the public. 


Salesmen Should Be Educators 


“The traveling salesman is the liaison between pro- 
duction and distribution, between development and pre- 
sentation, and on him rests a tremendous responsibility 
for better education and better merchandising. 

“During the balance of 1948 I hope that all of us 
will remember that we have 145 million people in this 
country who are going to buy and wear shoes and that 
those people who do a sound, constructive job in supply- 
ing this demand will profit accordingly. The profits made 
in 1948 will be earned on selling operations and not on 
guessing when to buy and when not to buy.” 

John Holden, of Holden & Griffin, presented Mr. 
Callahan with a fine leather three-suiter traveling case 
on behalf of his friends, and Mr. Callahan responded with 
an appropriate acknowledgement. 





N. Y. Newspaper Starts 
Buyers’ Arrival Column 


New Yorx—The New York Herald Tribune began 
publishing an easy-to-read Buyers’ Arrival column on 
March 22. It appears six days a week, Monday through 
Saturday. Buyers of all types of men’s, women’s, boys’ 
girls’, children’s and infants’ wear are listed. Also buyers 
of accessories, piece goods, domestics, home furnishings, 
small wares, toys, etc., are given. 

In addition to initiating the new column, the Herald 
Tribune is printing a special advertising classification 
under the heading of “Buyers’ Wants & Offerings to 
Buyers”. 

This enables individual buyers to specify quality, quan- 
tity and type of merchandise wanted by simply inserting 
a small advertisement. In the case of manufacturers or 
sales representatives it serves as a valuable place to an- 


nounce merchandise for sale. 
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Dates to Remember 


New England Shoe Market Week, 
New England Shoe & Leather As- 
sociation, Statler and Copley Plaza 
Hotels and Parker House, Boston, 
Mass. April 5, 6, 7, 8, 


Parker House Shoe Show, Boston 
Shoe Travelers’ Association, Parker 
House Boston, Mass. 

April 5, 6, 7, 8, 9, 


Shoe Manufacturer’s Fall Opening, 
The Hotel New Yorker, New York 
City. April 10, 11, 12, 13, 14, 15, 


Shoe Show, Tri-State Shoe Travelers, 
Hotel Statler, Buffalo, N. Y. 
April 18, 19, 


Advance Fall Openings, Guild of 
Better Shoe Manufacturers, in 
Members’ Showrooms, New York 
City. Week of April 19, 


Shoe Manufacturers Board of Trade, 
showing, Hotel McAlpin, New 
York City. April 19, 20, 21, 22, 23, 


National Shoe Fair, Morrison and 
Stevens Hotels, Chicago, III. 
April 26, 27, 28, 29, 


Fall Shoe Show, Central States Shoe 
Travelers, Muehlebach and Phil- 
lips Hotels, Kansas City, Mo. 

May 1, 2, 3, 4, 


Semi-Annual Shoe Show, North- 
western National Shoe Travelers’ 
Association, St. Paul Hotel, St. 
Paul, Minn. May 1, 2, 3, 4, 


Ak-Sar-Ben Mac Inc. at Paxton 
Hotel, Omaha, Nebraska. 
May 1, 2, 3, 4, 


Fall Shoe Show, Mid-Continent Shoe 
Travelers’ Association, Biltmore 
Hotel, Oklahoma City, Okla. 

May 2, 3, 4, 


Fall Shoe Show, Southeastern Shoe 
Travelers, Hotel Sheraton, Aug- 
usta, Ga. May 2, 3, 4, 5, 


Fall Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William 
Penn Hotel, Pittsburgh, Pa. 

May 8, 9, 10, 11, 


Fall Shoe Show, Indiana Shoe Trav- 
elers’ Association, Severin Hotel, 
Indianapolis, Ind. May 9, 10, 11, 


Fall Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, 
Bake and Southland Hotels, Dal- 
las, Texas. May 10, 11, 12, 13, 


Fall Shoe Show, Midwestern Na- 
tional Shoe Travelers’ Association, 
Paxton Hotel, Omaha, Nebraska. 

May 15, 16, 17, 18, 


Fall Showing, The Ohio Shoe Trav- 
elers’ Club, Hotels Gibson and 
Netherland Plaza, Cincinnati, O. 

May 16, 17, 18, 19, 


Michigan Annual Summer Shoe Fair, 
Michigan Shoe Travelers’ Club, 
Hotels Pantlind and Morton, De- 
troit, Mich. May 16, 17, 18, 19, 


Second International Store Modern- 
ization Show, Grand Central Pal- 
ace, New York City. 

July 6, 7, 8, 9, 10, 
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‘SHE SIUE SHELL WHIT 
OR JHE TRIN F007 wan” 


In shoe stores and shoe departments good cus- 
tomers look for the Trimfoot man. If your store 
doesn’t have a Trimfoot man — here’s your chance 
to make extra profits, because Trimfoot P.M.’s 
are liberal. What’s more, your customers will ap- 
preciate the quick, effective relief you give them 
... Come back to you again and again. 

Write Trimfoot today. Let the Trimfoot man 
from Farmington tell you how to reap your share 


of Trimfoot profits. 


APPLIANCE PRODUCTS DIVISION 


] 7iingfoot | 4 


Trimfoot Company * Trimfoot Terrace » Farmington, Mo. 





Gladding’s Move Children’s 

Shoe Department 
Providence, R. I. — Gladding’s has 

moved its children’s shoe department 


from the main department store to a 
separate building across the street, 


where children’s departments § are 
grouped together in three floors. 

The shoe department is located on 
the second floor and occupies about the 
same amount of space as it did in the 
main store. Under the management of 
Agnes Hodges, the shoe department has 
been doubled in the past five years and 
now occupies an important place in the 
company’s children’s business. 


The decorative scheme of the de- 
partment carries out the motif on the 
wallpaper in the apparel departments. 
This dramatizes the growth of transpor- 
tation by showing the 1935 zephyr train, 
the 1870 train and the 1830 train. 
These motifs are reproduced in cutouts 
for the walls of the shoe department. 

To accommodate mothers and their 
little ones comfortably side by side, the 
department has one row of seats with a 
small, raised chair for the little one 
next to a regular seat. It brings the 
youngster’s feet to a level for easy 
fitting, where mother can see and feel 
the fit without bending over. 





Merchandising Shoes In A Teetering Market 


contrary, stores with “expensive” at- 
mosphere may succeed only in verifying 
the conclusion of the customer that 
prices are high, profits are exorbitant 
and that therefore a little more buying 
resistance is in order. 

Sizable investment, at peak prices, 
in buildings, fixtures and equipment 
that can be written off only over a long 
term—and, what is more, a long term 
in which we surely have every reason 
to expect a downtrend in prices, if not 
a precipitous drop—does not strike me 
as putting sound financial position “to 
good advantage”. 

But even more questionable is the ad- 
visability of “starving the body while 
paying for a face-lifting.”” Some re- 
tailers may indeed find that they paid 
for a face-lifting job when their funds 
should have gone for body-building in- 
ventory. Let me explain: 

For five years and more, inventories 
have been an unimpeachable asset. If 
inventory values changed, it was always 
upward. But now inventories return to 
their historic role and that has al- 
ways been a precarious role, Normally, 
inventories are liabilities until they are 
moved at a profit. The years of auto- 
matic disposal of inventory at a rising 
profit percentage wiped that element- 
ary principle out of the minds of too 
many shoe merchants. What is more, 
large volume can no longer be done with 
tiny inventories. The public must again 
be tempted—-and that inevitably com- 
pels larger assortments. Empty shelves 
and profits are no longer synonymous! 

It stands to reason that inventories 
must be supported with more dollars, 
both because they are more speculative 
and because they must embrace more 
units. That’s why Mr. Hartford urged 
food merchants to use their funds “most 
efficiently for procuring items in de- 
mand.” That’s why I urge you to do the 
same. 

As a matter of fact, the need for am- 
ple financial reserves to back up in- 
ventory has been made even more vital 
by the rise in prices, The same number 
of inventory units as a year ago will 
require a larger dollar inventory in- 
vestment. If, as should happen if a 
jaded and reluctant public is to be en- 
ticed, the number of inventory units 
increase, then the jump in inventory 
dollars may be considerable. Then, if 
mark-downs return to their traditional 
levels, as wel! they may, we have still 
another factor dictating ample cash re- 
serves for inventory. 

But, specifically, how do you go about 
using your funds “most efficiently for 
procuring items in demand?” Perhaps 
this is a program with at least a moidi- 
cum of common sense: 

1—Hitch your wagon to strong re- 
sources: It was always true that a re- 
tailer could be no stronger than his re- 
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sources. That is especially true of the 
typical independent shoe merchant. An 
A & P, or a Sears Roebuck (who also 
did a $2 billion volume in 1947) may 
not concern themselves overly much 
wich their resources. But the smaller in- 
dependent’s future whether he is aware 
of it or not, is inextricably tied up with 
that of his resources. The more troubled 
the times, the more strength and reas- 
surance in strong resources. 

2—Cut down on the number of re- 
sources: You’ve been buying “wide and 
shallow” for a number of years, Now 
is the time to buy “narrow and deep.” 
Buy in depth—from strong resources. 

3—Concentrate on advertised brands: 
You surely expected me to say that. 
I didn’t want to disappoint you. But 
maybe I'll astonish you, nonetheless, by 
adding this bit of advice: Make certain 
that the advertised brands you select 
are really nationally advertised! 

There is a lot of chicanery in some 
claims made with respect to the amount 
of advertising placed behind some so- 
called advertised brands. Quarter-page 
insertions in one or two publications, 
or an occasional page in a class publica- 
tion that may be read by no more than 
a half dozen of your customers, will 
hardly provide the brand demand, the 
brand acceptance, and the brand in- 
terest on which you expect to capitalize. 

Without question, the public has 
turned to advertised brands as never be- 
fore in the history of modern merchan- 
dising. People have turned to advertised 
brands, in all lines, as a haven from 
fearfully shoddy merchandise. Tha: 
public faith is not always justified. The 
retailer must select between advertised 
brands with as much care as between 
unadvertised brands. 

4—Stock control: The chances for 
survival of the retailer who does not 
have an adequate system of stock con- 
trol are almost nil. Stock control is 
vitally important in a normal era. It be- 
comes absolutely essential in an ab- 
normal era. 

5—Avoid slogan-built inventories: It 
is equally unwise to have too few or too 
many shoes. Don’t build your inventory 
on the basis of a seemingly clever slo- 
gan. Don’t be too cautious. Don’t be too 
speculative. I note one retailer in these 
columns who reports that “We are keep- 
ing our stocks as lean as possible.” If 
that means his stocks are to be any 
more lean than they’ve necessarily been 
these last few years then there must be 
gaping spaces on his shelves. I seriously 
question whether volume can be built in 
this market with shelves as bare as 
Mother Hubbard’s cupboard! 

6—Fluidity: Keep your stocks in a 
fluid condition while you determine 
your best sellers. Test customer reac- 
tion to styles, colors, quality, prices. 
Probe the customer’s likes and dislikes 
with a new intensity. If ever there 


comes a time when you belong on the 
floor it is when your opening stock is 
exposed to the public. Your customers 
will tell you what they want—if only 
you will listen to them. 

7—Reorder: Then, as you determine 
your best sellers, re-order. The very 
soul of modern merchandising is the 
rapid re-ordering of fast-moving num- 
bers. That is, really, the basic purpose 
of a stock contro] system, It is on re- 
orders that the retailer should play to 
the hilt his role of entrepreneur. Yet, 
oddly enough, an astounding number of 
retailers become coy and timid when it 
comes to re-orders. Instead of playing 
their winners, they prefer to wait until 
the slow-movers pick themselves up 
and crawl out. The best way to prod 
slow-movers into action is to surround 
them with fast-movers that bring in 
traffic. 

8—Peaked stocks: Peak your stocks 
with sensible timing—neither too early 
nor too late. The same applies to your 
seasonal clearances—time them smart- 
ly. Clearing white shoes in May is 
hardly smart! 

9—Buy to planned promotions: Ever 
since the war you bought simply to ac- 
quire an inventory—almost any kind of 
inventory. Planned sales, planned pro- 
motions got no consideration. Today, 
you’ve got to accumulate an inventory 
that will sell. That means you've got to 
buy to planned promotions. The time to 
determine how you will sell your in- 
ventory is before you accumulate your 
inventory—not after. Buy to specific 
promotions. Plan your promotions first; 
then buy to back up your promotional 
planning. There are seventeen different 
ways to say that but they all mean the 
same thing—buy to planned promo- 
tions. 

10—Price lining: Don’t be an extrem- 
ist. Catering to low-end customers in a 
market such as this is foolhardy. Cater- 
ing. only to the top income groups is 
skating on thin ice. I believe that for 
the coming several seasons the volume 
in shoes will be done in price lines that 
are somewhat above the current middle 
range. 

11—Service: Retail] selling in every 
type of store is at an all-time low. If 
there is one store that has a desperate 
need for intelligent, informed and cour- 
teous floor selling it is the retail shoe 
store and shoe department. There prob- 
ably isn’t a more trying field of retail 
selling—which doesn’t ease the problem 
of getting competent sales-people in 
these days when it isn’t exactly common 
for people to go out of their way look- 
ing for tough jobs; there are too many 
easy jobs available. 

I have long felt that one of the great- 
est extravagances in many retail busi- 
nesses is the low level of wages paid. I 

[Turn to Page 68, Please] 
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G. 1. Bill Helped Veteran 


To Become Shoe Repairman 


Washington, D. C..—Three separate 
G. I. Bill benefits helped John Smeltzer, 
26-year-old World War II veteran, get 
his start as a shoe repairman in Wash- 
ington, D. C., Veterans Administration 
said. 

First, he attended a full-time three- 
month course in shoemaking at a Ba!ti- 
more, Md., vocational school, under the 
educational provisions of the G. I. Bill. 

Next, he spent two years as an on- 
the-job trainee under the G. I. Bill in 
five Washington shoe repair shops, to 
acquire at first-hand a_ well-rounded 
knowledge of shoe repair techniques. 

Finally, he obtained a $3,000 guar- 
anteed business loan, under the loan 
provisions of the G. I. Bill, to purchase 
a shoe repair establishment in a shop- 
ping center in northwest Washington. 

Smeltzer’s interest in shoemaking 
was aroused when he read a magazine 
article on the subject while overseas 
during the war. 

He was in the China-Burma-India 
theater of operations for a year and 
a half, in the office of the Provost Mar- 
shal and in Army Air Forces Supply 
work. 

While in school in Baltimore, he re- 
ceived a subsistence allowance from 
VA of $65 a month, as he had no de- 
pendents. Subsistence for veterans with 
dependents is $90 a month. 


April 1, 1948 
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shoes that are Commended by Parents Magazine. 


Twinkle Toes in many different and popular styles 
for boys and girls —made of the finest ieathers. 


to retail about 


> a 
POWELL & CAMPBELL Inc. 


MANUFACTURING WHOLESALERS OF SHOES AND SLIPPERS 


Corner of Church St. « New York «+ 122-124 Duane St. 
Established 1879 © Phones 


WOrth 2-5425-$447 


As an on-the-job trainee, he was paid 
beginner’s wages by his employers. He 
also received a subsistence allowance 
from VA. 

In obtaining his G. I. loan, VA guar- 
anteed half, or $1,500. In the case of 
business loans, VA guarantees half the 
amount of the loan, up to a $2,000 maxi- 
mum, Non-realty business loans must 
be repaid within 10 years. 


Detroit Shoe Retailers 


Elect Plotler 


Detroit — Samuel Plotler of the Ori- 
ginal Sample Shops, long-time sec- 
retary of the Detroit Shoe Retailers 
Association, was elected president for 
1948-49, to succeed John Maloy of the 
Ernst Kern Company. 

Other new officers are: Milan E. 
Stonebreaker, Crowley Milner & Co., 
vice-president; Byron Lieberwitz, Da- 
vid’s—and son of past-president David 
Lieberwitz—secretary; and C. Guy 
Dixon, J. L. Hudson Company, treas- 
urer. 

Elected as directors for three year 
terms were: Leonard Hack, Hack Shoes; 
John Plunkett, Plunkett Brothers; and 
John Maloy, Ernst Kern Company. 


Shoe Store Owners Split 


Detroit — Partnership of Shifman 
Brothers is splitting up in a current 


=TOES 
AVS INTHE NATION 


ADVERTISED ON 
TELEVISION STATION WABD-N/.Y. 


Get your share of the profits that follow the po- 
rade of little feet in “Twinkle Toes”! Feature the 


As 
advertised 


expansion move, with A. Shifman taking 
over the title and the original store, at 
3042 Hastings Street, and planning to 
open a new department type store at 
1647 East Seven Mile Road. 

The other store at 13800 Woodward 
Avenue in the island suburb of Highland 
Park is being taken over by Joseph 
Shifman under the name of Shifman’s 
Men’s Wear and Shoes. 


Albany Has New Store 


Albany, N. Y.—The Lew Charles Shoe 
Store has been opened at 37 Maiden 
Lane, here, for women and teen-agers, 
with strong lines of shades, accessories, 
handbags and hosiery. Nylons were 
given away with every purchase for 
three days. Owners are Lew Weisberg 
of Albany and Charles Chenfeld of 
Pittsburgh. 


Corporation Dissolved 


Cheyenne, Wyo.—O. G. Murty, pres- 
ident, and Gilbert D. Bateman, secre- 
tary of Sterling's, Inc., formed shortly 
after World War II as a shoe store 
here, have given notice that the corpo- 
ration has been dissolved by a vote of 
more than two-thirds of the entire capi- 
tal stock, and all of the debts of the 
corporation have been fully paid. Mr. 
Bateman is establishing his own milli- 
nery salon in Cheyenne. 





Merchandising Shoes In A Teetering Market 


[Continued from Page 66] 


maintain that retailing simply cannot 
afford the incompetent help that is the 
only kind available because retailers 
are no longer competing in the labor 
market for competent help. The times 
demand better service by retail sales- 
people—and better service in the store 
as a whole. Incentive systems for retail 
salespeople, plus a return to some dis- 
carded services are policies recom- 
mended for your consideration. 

The payroll cost per transaction has 
gone up and that rise has been ac- 
celerated where there has been a droop 
in unit volume. Productivity per em- 
ployee must be watched. But productiv- 
ity per employee will not be lifted with- 
out adequate financial incentives. Those 
incentives are lacking today in too many 
shoe stores and departments. Beautiful 
store fronts and interiors won’t com- 
pensate for incompetent, untrained, dis- 
courteous salespeople. 

12—Promote: Having done some or 
all of these things—then promote. Pro- 
motion is the lifeblood of retailing. And 
by promotion I do not mean price pro- 
motion. I am talking about style pro- 
motions; quality promotions, brand 
name promotions. 

I would like to point out particularly 
that some of our prominent shoe manu- 
facturers have developed for shoe re- 
tailers soundly-prepared retail promo- 
tions that tie up beautifully with their 
national advertising. Thus, the force 
and power of the national advertising 
is brought right down to the retail shoe 
store’s doorstep. These retail promo- 
tional programs offered by manu- 
facturers, in at least some instances, 
are prepared by retail experts for re- 
tailers. They involve expenditures for 
preparation that no independent mer- 
chant could hope to duplicate. Make the 
most of them. 

It has always been said that buying 
is the lesser important of the two prin- 
cipal functions in retailing. Selling cer- 
tainly is the dominant factor. Promo- 
tion, in turn, is the dominant part of 
retailing selling. 

Retail promotion must clearly reflect 
the personality of the store. But if I 
were compelled to make a selection be- 
tween the mirrored reflection of the 
institution in promotion and modern 
methods of selecting merchandise for 
promotion—I’d grab merchandise se- 
lection and I’d grab it post-haste! 

You simply cannot talk about retail 
promotion without talking about mer- 
chandise selection. The two are in- 
separable. Retail promotions cannot be 
successful, in a competitive market, if 
they are asked to push items that are 
not in demand. A definite customer de- 
mand for the _ items-to-be-promoted 
must exist before the promotion is run 
if maximum return are to be obtained. 

A promotion cannot sell—profitably 
—anything, any time, at any price. The 
promotion dollar can be profitably in- 
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vested only when it is put behind the 
right merchandise, at the right time, 
at the right price. Without doubt, the 
returns obtained to a promotion are in 
almost direct proportion to the success 
with which public inclination to buy is 
predicted. 

So far as I am aware, no formula has 
ever been devised that will aid a mer- 
chant to determine with mathematical 
accuracy precisely what is the right 
merchandise, the right time, and the 
right price. Store records will help—to 
a degree. But, in my belief, store rec- 
ords are of less value than usual right 
now because the times move too fast. 
Mind you, I do not say they are of no 
value; I merely say that their signif- 
icance as guideposts has waned some- 
what. 

In the end, the successful retailer 
these days “smells” a good promotion. 
A psychiatrist would call it intuition— 
and I’ve read some fairly complicated 
explanations of what constitutes intui- 
tion. But I like that term “smelling a 
promotion.” To my mind, an astute re- 
tailer can “smell” a potentially success- 
ful promotion “a mile away”. I know of 
nothing that will compensate for lack 
of that olefactory ability! 

Do you? 

We've all sitting on the tip of a high 
and thin peak. It’s not a comfortable 
seat. The chances favor our falling off 
that lofty perch—some time. 

We can hope, at best, only to cushion 
the fall. In my opinion, the most re- 
silient cushion will consist of coura- 
geous, intelligent, affirmative action. 

This is no time to retrench on pro- 
motion, on selling, on inventory. You’ve 
been retrenching on those three fun- 
damental phases of retailing ever since 
Pearl Harbor! Now is the time to ex- 
pand those phases of your operation— 
not to retrench. 

I’m reminded of things many shoe 
merchants did early in the war years— 
you remember, way back in those days 
when it was popular to prepare for the 
post-war era of competition. As we look 
back now, those war-time post-war 
programs were—to put it mildly—a bit 
premature. Post-war competition, in 
the shoe field, still isn’t here in full 
regalia. But it seems to be around that 
famous corner. 

The question is: Will you wait for it 
to put in appearance and then scurry 
to shelter as soon as you spot it—or 
even before you actually see it? That’s 
what some shoe merchants are already 
doing. 

Or will you take those funds, as well 
as those fine resolutions, that you had 
set aside for the rainy day—and put 
them both to work now that it has just 
begun to sprinkle? 

They’re your funds and your resolu- 
tions—so I won’t cast a vote. But I 
sure hope you put your “X” in the 
“ves” box! 


How An Advertising Man 
Became A Shoe Retailer 


(Continued from Page 43) 
Further, during the wartime and sub- 
sequent shoe shortage period, we studi- 
ously avoided seeking special favors or 
aHotments from our client. 


Discounting the fact that two and a 
half years of our operation were during 
a comparatively lush period, four highly 
important things were accomplished: 
1. Sales approximately doubled; 2. We 
learned to think like shoe retailers. 
(Actually we learned more about shoe 
retailing than we had previously in 
years of “standing outside and looking 
in”); 3. Definite brand preferences and 
loyalties became established, both with 
store personnel and with the store’s cus- 
tomers; 4. We learned the answers to 
many of the questions that had so long 
puzzled us and, we imagine, a lot of 
other dealers (and advertising agen- 
cies). 


Among other things, we learned it’s 
one thing to poll a number of dealers 
like yourself to determine whether they 
felt they could do more with women’s 
shoes than just sell staples—and have 
them say, guardedly: “No”, or “Doubt 
it”. It’s something else again to take 
higher styled women’s shoes, display 
them prominently in your own window, 
and watch sales start to pick up almost 
instantly. 

Since our store was in a neighbor- 
hood shopping area and had become 
identified with staples for more than 20 
years, why did our style shoes start to 
move? 

Like the average family shoe retailer 
we depended upon our windows to stim- 
ulate sales, especially when it came to 
attracting new customers. We were 
surprised how the character of a family 
shoe store is quickly established by the 
handling and calibre of its window dis- 
plays. And how gratifyingly sales can 
be increased simply by making sure 
windows are kept clean and well illumi- 
nated, displays neatly arranged, prices 
in evidence. 

Our experience would indicate that 
retailers too often indulge in the satis- 
fying, but unwise bucking of heads with 
competitors on prices, rather than con- 
centrating on becoming identified as the 
source of good quality, nationally ad- 
vertised brands, fairly priced. Some- 
times, too, retailers lose out competi- 
tively because they’re too sure “it can’t 
be done”. As witness the perfectly in- 
telligent, financially-successful propri- 
etor who preceded us. He was positive 
“style shoes won’t sell in this store. I 
ought to know—I’ve been here twenty 
years, know most of my customers by 
their first names.” 


, 


But our records prove “style shoes’ 
did sell—and are selling—simply be- 
cause they were displayed so that peo- 
ple could see they were available. 


[Turn to Page 86, Please] 
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Stvle Variety Keynote 
Ot NESLA Show 


[Continued from Page 62] 


lections. The mid-heel is newly im- 
portant. Wedges are low, used both in 
casuals and in dress styles. 

The color chapter takes off into many 
diverse lines as always. Black and 


SANDLER OF BOSTON suede 

“Triple Threat” . . . closed heel and 

toe, low wedge, interesting ankle 

cross-strap treatment, double butkle 

closing. To be shown in black, brown 
and green suede. 


brown, to be sure, put the best foot 
forward, and particularly the reddish 
tones of the brown family seem to be 
most emphasized. Rich, muted greens 
and grays are slated to lead among the 
more vital colors; vintage reds come 
right behind; and a growing trend 


FOOT DELIGHT leather casual with 

closed toe accenting low V-cut over 

vamp. Double strap over instep, low 

wedge ...sketched in green, to be 
shown in high colors. 


towards the new winter navy is ap- 
parent. 

Summarily, the important shoe trends 
to be introduced during the first show- 
ing of fall shoes during the New Eng- 
land Market Week complement the 
fashion world’s new criteria of taste 
for elegant ladies. Inspiration, as we 
have seen, may be from a rich and ro- 
mantic past, but the future is under- 
written in terms of excitement, fresh- 
ness, and originality. 





Buy Savings Bonds 
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TO BETTER SHOE MERCHANDISING .. . 
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A specialized service for the Shoe Merchant... 


* Forecast of Fashion Trends that affect his 


buying. 


Personalized advertising to accelerate 


selling. 


Accessories to complement his shoes. 


Promotions to make new “hits”. 


New York market representation. 


Stimulating merchandising counsel. 
The fee is modest — the returns greot. 


Write for details 


Sy MARRET COUPLIN PORTEOUS 
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PUBLIC RELATIONS — SHOES 
=. 40 Fifth Avenue e New York 11, N. Y. oo 
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Named Shoe Store Manager 

Portland, Me. — John J. Sullivan of 
Portland has been named manager of 
the Lamey-Wellehan shoe store in 
Augusta to succeed James Roche who 
has become manager of Chernowsky’s 
Store for Women. 





Plan ... Promote... 


For Extra Sales 
{Continued from Page 49] 


In the casual mood are a wide range 
of shoes and accessories. Choose a 
straw bag, straw and denim combina- 
tion bag with either a straw or denim 
shoe and match with a straw belt to 
play up denim sportswear, cabana 
clothes, casual cottons. Soft, Milan 
straw baskets add a dainty touch to 
many of the above-mentioned clothes, 
going from sports to luncheon with 
perfect grace. 

Listed here are a few of the many 
ways you can show your customer 
that shoes and accessories can lead a 
double life in accenting a variety of 
ensembles from dressy to ultra-casual. 
Use your imagination, clever mixing, 
and expert timing to work out other 
promotions. Remember, though, that 
each accessory must be able to lend 
itself to individual as well as to group 
promotion. 
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MOORE 
FOR 
GORE 


All Qualities All Widths 


Moore Fabric Company 
Powtucket, R. I. 
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ADRIAN FaZlwe 


3 Button Control means better performance because 
you see the outline of the whole foot — not only the 
bony structure. It means faster performance because 
you get the whole story at a glance . . . without any 
guesswork. 

ADRIAN'S New angle “Rayscope” construction 
means you see more of the foot in the shoe. The 
dotted line on the above illustration shows what an 


advantage it is to see more than just the toes. 


*ORDINARY X-RAYS SHOW ONLY THE PART 
ABOVE THE LINE. 


More Value for 
Your Money — 


The Adrian “Special” 
is a deluxe model 
priced in the 
Standard bracket. 


Available in full 

size — or Junior 

models for the 

small store. 

Write for full 

infermation. ' THE 
ADRIAN 
SPECIAL 


s 
m8 ADRIAN * 0" 2x. 
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Shoes in the News 


Mosr men dislike to wear rubbers or overshoes, often 
preferring wet feet to what they consider unsightly foot 
covering. In the women’s field rubber footwear manu- 


tacturers have long worked on the style angle of their 


Rubber with a leather grain 
finish in an accurate replica 
of a leather oxford. Made 
with facsimile lacing, in 
black or brown. Ball-Band 
from Mishawaka Rubber & 
Woolen Mfg. Co. 


merchandise, and have produced rubbers and boots which 
lend to the appearance of the costume rather than de- 
tract from it. Rubber footwear manufacturers are work- 
ing on this end of their men’s business, and are offering 


rubbers which are sure to please the male customer. 


Srraps and strap treatments of all kinds, including 
ankle straps, T-straps and crossed straps, look forward 
to great popularity this Spring and Summer season. Be- 
cause strap treatments combine the cool comfort of open 


Intricate use of straps gives 
this closed toe and heel shoe 
a high-riding, yet open ef- 
fect. In white suede with 
black reptile straps by Pea- 
cock. Photo courtesy Frank 
Block and Associates 


chces with the effect of closed shoes, they promise to be 
in demand by the fashion-conscious woman for wear with 
a variety of Summer ensembles. Completely versatile shoes 
of this type can be worn with spectator sports ensembles, 
Summer suits and silk dresses. 


They Came To Vote and 


Stayed To Buy 


“a want to vote. Where do I get a ballot?” 

“If I heard that once, I must have heard it a few 
hundred times,” relates Boris Haase, of the Haase’s Shoe 
Store in New Orleans’ Oak Street business district. “This 
promotion—an election for honorary officials—brought 
droves of new customers through our stores, and it is 
going to do a lot of lasting good, in my opinion, insofar 
as building permanent business.” 

The “election” in question was a serious political af- 
fair. It was put on by shoe merchants and other mer- 
chants in New Orleans’ Oak Street and Carrollton busi- 
ness sections, to focus attention of customers and pros- 
pects in their section of the Crescent City on the near- 
ness, complete stocks, and easy shopping facilities of the 
uptown stores. How did it succeed? 
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Well, I'll put it this way,” reports one dealer. ‘Some 
30,000 persons voted. To vote, each had to enter one of 
our stores. It was not necessary to make a purchase, but 


the voter still had to pass through displays in one of the 


uptown stores. When some 30,000 prospects pass through 


and by your displays, some of them are bound, by the 
old law of averages, to turn from mere prospects into 
customers. 

“As long as a man is on the sidewalk, he is only a 
prospect. But once he crosses the threshold into my store, 
he becomes a customer. If he doesn’t buy while he is in 
the store, then our selling work is at fault. 

“This promotion brought 30,000 customers through 
our doors. Besides the undoubted immediate sales jump 
that these 30,000 customers brought, I think that the 
honorary election premotion will have a long range re- 
sult in increased sales, because it has served to do more 
than merely pull people into the stores: It has made them 
conscious of the shoe stores and other shopping facilities 
available almost outside their doors on Oak Street and in 
other stores in the Carrollton section of this city. It has 
made them conscious of the section in which they live— 
and the natural follow-up to that jis to become conscious 
of the stores in that section.” 

The election was held—at the expense of Carrollron 
and Oak Street merchants—to pick an honorary mayor, 
commission council, district attorney and other officials 
for the Carrollton section. Actually, a slight historical 
precedent for holding such an election did exist, because 
at one time Carrollton had been a separate community, 
connected with New Orleans by a Smoky Mary Railroad. 
As the Crescent City grew a hundred years ago, the com- 
munity of Carrollton, La. was incorporated into the me- 
tropolis. 

There were two “tickets,” each composed of the 
owners of Oak Street and Carrollton stores. Their bat- 
tle was as hard fought as any of the real political cam- 
paigns that have been held in New Orleans. The cam- 
paigning was done primarily over the air—using fifteen- 
minute programs on which both tickets’ representatives 
spoke, followed by merchandise “shopping lists”’—and in 
the community neighborhood newspaper serving the Car- 
rollton section. 

How much interest did the campaign generate? 
“You'd be surprised,” says one shoe store owner, “how 
many people came into my store primarily to vote. They 
came in asking for ballots. Crowds of them. And other 
stores report the same response. 

“Of course we did everything possible to drum up 
interest among other customers who were in the store 
primarily to buy, offering them ballots and explaining 
the purposes and procedures of the election. But there 
were thousands who came expressly to vote in our election. 
Many of these we converted into customers by our 
closing sales of actual merchandise. Others who did not 
buy then, however, will be back, because they have been 


, 


made aware of my store and of other uptown stores.’ 
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Experienced outdoor men who want comfort and 
long-wearing quality in their sports footwear, head 
first for stores that stock BASS. In every season sales 
have proved that the best policy is the BASS policy... 


“to build the best possible 
shoe for its purpose.”’ 


That's why smart sportsmen ask for— 


Bass Quail Hunters... Bass Ski Boots 
-+- Bass Rangers... Bass Sportocasins 
--.and Bass Weejuns. 
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by GERDA & 
NEW YORK 


ALL SMOOTH LEATHER 
CHILDREN’S SLIPPERS 


Packed in our New Gerdokins Boxes 


Variety and colors plus all leather con- 
struction . . . just the combination te 
make your slipper department go over 
in a big way. Prices down— 
Volume up. A wonderful sales 
asset and a gqrand value. 
Order only your pres 

ent needs NOW. | 


Samples and 
Mats on Re- 
quest. Delivery 
at once F.O.B. 
oe 


402 | 
All Smooth Leather Bootee Hard | 
Flexible Leather Soles. Colors: | 
Brown, Blue, Red. Sizes: 5-2 | 
Bifa-12, 12!/-3. Regular half sizes 


$1.90 


302 


Ali Smooth 
Leather Opera 
Hard Flexible 
Leather Soles. 
Colors: Brown, 
Blue, Red. Sizes ‘ 
5-8, %/9-12, 12-3. 
Regular half sizes. 


at Ho'c! New Yorker, Rooms 1029-30-31, April 10-15 
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GERD FOOTWEAR: 
COMPANY, INC. 
GERDAGRAM FOR EXPORT 
158 DUANE STREET, NEW YORK 13, N. Y 














Institutional and Merchandise 
Selling Combined 


EF: you're looking for a way in which to do an intensive 
shoe selling job—through promotion of new charge ac- 
counts that, in turn, mean an increased volume—and 
at the same time sell your store and your shoe department 
institutionally, here is an effective way to do the job. 

Mayer Israel, a large New Orleans store, used the idea 
successfully. The Mayer Israel formula, boiled down, is 
simple: invite charge accounts by showing the customer 
that in shopping at your store she is shopping with one of 
the community’s leaders. 

That simple formula was the backbone of a success- 
ful advertising campaign used by Mayer Israel to plug 
its store’s (and its shoe department’s) integrity, while, 
at the same time, striving to sell the idea of opening a 
Mayer Israel’s account. 

Half-page advertisements were used. They were run 
in all three of New Orleans’ daily papers. Each showed 
how credit was handled ’way back when retailing was in 
its swaddling pants, and brought the credit picture up 
to date—as it is done today at Mayer Israel’s. 

By telling the customer in these ads how the store 
was doing it a long time ago, Mayer Israel’s brought in 
its age and pointers about its quality and the desirability 
of buying shoes and other merchandise at a leading store. 
The straight selling plugs about today’s credit systems 
were designed to crystalize the good will built up by the 
initial copy into immediate action in the way of opening 


accounts at the store. 


Seeing Is Selling Slippers 


A LMOST everybody knows that women’s slippers are 
sold in the shoe department, but if they were not drama- 
tized within the shoe department, what would happen to 
slipper sales? They’d probably drop fast—and far. Slip- 
pers are that extra sale possibility for every pair of shoes 
sold. 

Specialized selling of women’s slippers, within the 
shoe department itself, favors the “slipper bar” approach, 
achieved by a long counter—length devoted exclusively 
to slippers—on a traffic aisle, according to a Meyer Both 
survey made in New York stores. Recessed space within 
the shoe department is also used for selling of slippers, 
compensating for loss of traffic with an “exclusive” in- 
timate appeal. 

Away-from-department selling spots are slipper sales- 
getters, too, the report states. Five New York stores give 
permanent . away-from-department main floor selling 
space, on traffic aisle tables or squares, to women’s slip- 
pers. Men’s slippers are usually sold in men shoe depart- 
ments, but one store, at least, has a different idea. They 
sell men’s slippers in the men’s furnishings department. 

There’s no dramatization of men’s slipper counters 
in the men’s shoe departments except in one store, where 
men’s slippers are displayed in a “showcase on wheels” 
and wheeled up to the customer who decides he'd “like 
to look at a pair of slippers”. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Price Plus Stvle of Concern in Chicago 


Manufacturers and Wholesalers Agree That Some Reductions Are Coming 
And That Demand For Medium-Price Shoes Is Significant 
Watching Acceptance of Closed Types 


Chicago — Although there has been 
no official announcement of major price 
reductions, price, coupled with style 
changes, is the number one concern of 
shoe manufacturers and wholesalers in 
the Chicago area. 

It is the general concensus that price 
cuts will come on a number of lines 
sometime in April, with announcements 
probably made just prior to the Na- 
tional Shoe Fair. Some manufacturers 
are reluctant to start a price-cutting 
policy until just before the Fair. They 
say that at present, although they can 
cut prices on some types, they cannot 
do so on others requiring a higher 
mark-up. Calf shoes, they admit, how- 
ever, are due for a cut, Shoes for April 
and May delivery are being shipped 
from some manufacturers in various 
parts of the country with cuts of from 
25 to 65 cents a pair. It is expected that 
cuts of a dollar and even more will 
show up in Fall shoes. 

Factories are admittedly not selling 
all the shoes they can produce, and 
few are now operating at full capacity. 
Retailers’ inventories are remaining at 
high levels, and in men’s lines particu- 
larly, orders are chiefly on a fill-in 
basis. Severe weather slowed Easter 
sales, so that stocks include not only 
latest deliveries but a good share of 
Spring shoes that were brought in 
early. Although mild days saw enough 
activity to remove a fair share of style 
shoes from shelves, demand for women’s 
tailored and utility-type shoes is def- 
initely off. This means that women are 
no longer buying extra shoes in this 
category through fear of not being 
able to get a pair when they need them, 
as they have in the past. Decrease in 
sales volume in higher-priced shoe 
lines and a swing to the medium brack- 
ets, makes this particular market one 
of growing importance, It means that 
some of the higher-price shoes are 
going to have to get into this bracket, 
and it means those already in this 
market are going to face increasingly 
stiff competition. 

Designers are paying close attention 
to retailer reports of consumer accept- 
ance of closed and partially closed 
shoes in Spring buying. There is a feel- 
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ing that sales of closed shoes in the 
higher style range may reach 50 per 
cent as compared with 15 to 20 per 
cent at present. The d’Orsay pump in 
new variations is regarded as an im- 
portant Fall silhouette. 


National Foot Health Week 


Plans Nearing Completion 


Rockland, Mass. — Plans are nearing 
completion for the 23rd annual National 
Foot Health Week sponsored by the 
National Foot Health Council, May 22 
to 29. Dr. Joseph Lelyveld, Chairman, 
reports that the cooperation already in- 
dicated from shoe, drug, and depart- 
ment stores is greater than in any pre- 
vious year. Some six thousand chirop- 
odists, podiatrists, and orthopedists 
will also cooperate with the Week and 
in supporting its slogan “Forward 
America on Good Feet”. 

Display material and leaflets will be 
furnished without cost. Speakers will 


Shoe Prices Reduced 
By International 


St. Louis The International Shoe 
Company has announced a reduction in 
shoe prices ranging from 5 cents to 50 
cents a pair and averaging something 
less than 20 cents a pair, the changes 
effective March 22 and applying to un- 
filled orders of men’s, women’s and chil- 
dren’s shoes sold for the Spring season. 

Delivery prices for the Fall season, 
which begins for shoe manufacturers in 
a few weeks, have not yet been estab- 
lished and will depend on market prices 
for hides and leather. 

In the meantime, recent extravagant 
statements about the coming of much 
lower shoe prices have apparently been 
predicated on the assumption that ex- 
isting shoe prices were based on the 
very high prices reached by hides and 
leather in the past six months. This is 
not the case, however, as shoes have at 
no time been priced on the highest 
prices paid by shoe manufacturers for 
materials. 


be provided for parent-teacher associa- 
tions, radio, and industrial employee 
forums. Poster and essay contests are 
among the features of the Week, and 
in some areas a search will be made 
for the children with the most perfect 
feet. Foot surveys among school chil- 
dren, instituted in previous years, will 
be continued. 

The national associations of shoe 
manufacturers, shoe retailers, hosiery, 
and pharmaceuticals are cooperating 
with the Council to encourage better 
foot care in all walks of life. A foot 
health portfolio will be sent without 
cost to those writing to the National 
Foot Health Council, Dr. Joseph Lely- 
veld, Chairman, Rockland, Mass. 


Named To Executive 


Committee of ,RMC 


Rochester, N. Y. Donald J. Burke 
of Burke’s Bootery and Madison W. 
Pierce, president of William Eastwood 
& Son Co. have been named to the 
Executive Committee of the Retail 
Merchants Council of Rochester for 
1948. Appointment of these two shoe 
men and of 22 other members of the 
council was made by Chamber of Com- 
merce President Walter L. Todd re- 
cently. 








See Probability of Lower Shoe Prices 


Belief in St. Louis Is That Shoe Prices Have Reached Their Peak and 
That a Lowering Can Be Expected in Fall Lines. 


St. Louis, Mo.—Concern over a dearth 
of orders during the early Spring sell- 
ing period has lessened somewhat 
during the last fortnight. Reports have 
come in to producers from retailers 
over the nation that more seasonable 
weather has been conducive to _ in- 
creased store traffic. Added ‘o that, the 
attention of manufacturers has been 
focused on making up samples of their 
Fall lines for the Shoe Fair. 

While announcements of prices for 
Fall lines probably will not be disclosed 
until the time of the Fair or just be- 
fore, there is a feeling among manu- 
facturers that prices will return to the 
level in effect during last Fall’s show. 
Two manufacturers, Spalsbury-Steis 
and Trimfoot, have announced reduc- 
tions on part of their Spring lines. 

Sources close to the industry point 
out, however, that this does not in- 
dicate a general trend toward reducing 
wholesale prices on Spring lines. But 
it probably does indicate, some spokes- 
men maintain, that shoe prices have 
reached their peak. Other factors men- 
tioned as indicative of lower prices for 
Fall are the general direction of the 
hide market, and the reaction of the 
consumer to the commodity market de- 
cline. 

Clouding the price outlook at the mo- 
ment is the uncertainty over the in- 
ternational situation. A flood of gov- 
ernment contracts fcr footwear for the 
armed forces likely would upset the 
applecart. 

Meanwhile, there is a movement afoot 
throughout the industry to create high- 
er styles and get more diversity into 
Fall lines. This is apparent, not only 
in women’s footwear, but also in chil- 
drens’ and men’s. Manufacturers are 
making every effort to maintain a de- 
mand sufficient to continue a high pro- 
duction. There is a belief expressed in 
some quarters that the in-stock serv- 
ice department will return in the not- 
too-distant future. The Winthrop Shoe 
Co. division of International Shoe Co. 
already has announced the reopening 
of its in-stock service department. 


May Co. In Baltimore Opens 
Smart New Shoe Salon 


Baltimore, Md. — A most important 
step in its expansion program was taken 
by the May Company of Baltimore when 
it opened its beautiful new shoe salon 
on the Fourth Floor of its store at How- 
ard and Lexington Streets. 

Attractively planned with many mod- 
ern decorative touches, the new shoe 
salon is spacious and at the same time, 
inviting. The focus of interest lies in the 
Better Shoe Salon. This section features 
a depressed circular ceiling from which 


chandelier. Other small intimate sec- 
tions for individual brands are attract- 
ively placed and give the department 
the appearance of being a group of 
small specialty shops. Rich walls of 
Flexwood and mirrored columns, deep 
luxurious carpet, new comfortable mod- 
ern chairs and a special lighting effect 
achieved by a careful combination of 
incandescent and fluorescent lighting 
—all combine to make this a delightful 
and interesting place to shop. New dis- 
play fixtures and strategically placed 
counters enable the department to ef- 
fectively handle the sale of Dr. Scholl 
appliances, accessories including both 
handbags and hosiery, casual footwear 
and of course a complete line of slippers 
in a prominent location. 

The stock is arranged so as to com- 
pletely surround the department; con- 
cealed from the customers and within 
quick, easy reach of salespeople in any 


Open Toe Shoes In Lead 
But Closed In Demand 


Pelm Beach, Fla. — It is not so much 
what women buy as what they actually 
are wearing that determines a trend, 
whether it be in shoes or hats or some 
other item. Shoe men have been report- 
ing an increase in demand for the closed 
toe, but open toe shoe sales are still 
far in the lead. During a recent survey 
of what is actually being worn a roving 
reporter “snapped” a number of social- 
ly prominent women who were shopping 
in the smart stores on Worth Avenhe, 
including the Duchess of Windsor and 
Lily Fons. Here is what the pictures 
showed. Of the nine women, four were 
wearing open toe shoes while the other 
five had on the classic closed toe pump. 
The Duchess was wearing a simple open 
toe white shoe while Lily Pons had her 
little foot in a smart closed toe pump. 


section. Shadow boxes in a cloud effect 
appear in the walls at frequent intervals 
together with individually framed boxes 
opposite the elevators. 





Vanity Shop Doubled in Size 





Interior of the new Vanity Shop in Springfield, Mo. Ultra-modern throughout, the 
store utilizes floor-to-ceiling mirrors, wall-to-wall green rug, and rose and green up- 


holstery. 


Springfield, Mo. — Striking use of a 
unique orchid design wallpaper in gray, 
green and gold creates an impressive 
interior at the newly enlarged and re- 
modeled, air-conditioned Vanity Shop 
here which features exclusively wom- 
en’s shoes and accessories. 

Ultra-modern throughout, the store 
utilizes floor-to-ceiling mirrors, wall- 
to-wall green rug, and rose and green 
upholstery in achieving its salon-type 
atmosphere. Fixtures are of limed gray 
oak; display shadow boxes of wine 
colored background. A continuous strip 


is suspended a beautiful glass crystalfluorescent and incandescent spot light- 
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ing creates subtle-toned, pleasing il- 
lumination. 

The store front of gray marble, with 
its glass swinging doors and stream- 
lined recessed bulkhead windows which 
enable an unobstructed view of the 
store’s interior, is one of Springfield’s 
most modern structures. 

Selling nationally advertised shoes, 
the Vanity Shop is owned and operated 
by the Wohl Shoe Co. of St. Louis. The 
expansion to over twice its former floor 
space, completed early in March, makes 
it the largest individual women’s shoe 
store in Springfield. 
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Souvenir Year Book To Be 


Issued by WCSTA 


Los Angeles, Calif—A departure 
from past methods of asking for dona- 
tions and for advertising in show and 
roster programs of the West Coast 
Shoe Travelers Associates has been ef- 
fectively worked into a plan by the Ros- 
ter Committee, headed by William J. 
Collat, chairman. With the approval of 
the board of directors, the committee 
will make one—and only one—annual 
solicitation for advertising. 

The associates wil] issue a souvenir 
year book containing advertising or 
complimentary pages. All other show 
programs, buyers’ guides, and rosters 
distributed by the WCSTA will be fac- 
tual and will not carry any advertising. 

The money raised by the means of the 
year book will be used to carry on the 
work of the organization and to add to 
the welfare fund. This welfare fund 
operates for the benefit of all shoe men, 
whether members of the WCSTA or not. 


Buying Cautious at 
Michigan Shoe Showing 

Detroit, Mich.—Monthly shoe show- 
ing sponsored by the Michigan Shoe 
Travelers Club in March at the Hotel 
Statler drew a large turnout of ex- 
hibitors, with about 100 travelers on 
hand, filling two floors of sample rooms. 

Buying was very cautious, with re- 
tailers holding off on anything except 
stock for immediate delivery. Interest 
in Summer lines was strong, but buy- 
ing did not follow through at this time, 
with late Spring stocks more prominent 
in the actual] figures of business done 
Retailer’s stocks here are generally 
larger than they have been for a long 
time, and turnover is down to something 
like a prewar ratio—resulting in the 
decreased immediate sales. 

Color interest in all lines in women’s 
and children’s shoes was the dominant 
theme of the March showing. 


Announce Expansion 
Of Slipper Line 

Brooklyn, N. Y.—Expansion of the 
Honeybugs line to include three new 
slippers has been announced by Holiday 
Casuals, here. The new slippers in- 
clude a petit-point jester, a petit-point 
scuff, and an embroidered scuff. 

The first trade showing of the com- 
plete line will be held in Chicago during 
the National Shoe Fair. 

The new slippers will be introduced 
to the public by a large-scale campaign. 
The May issues of eleven fashion, movie 
and service magazines will carry full- 
page, four-color ads announcing the 
three slippers. The promotion will be 
backed up by retail store ads and a fol- 
low-up of sixteen magazines. Retailers 
will be offered point-of-sale counter and 
window displays, four-color window and 
counter cards, package stuffers and a 
mat service. 
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Hull Appointed Head of 
Victory Styling Department 

St. Louis.—Edward W. Morris, presi- 
dent of Victory Shoe Co., has announced 
the appointment of Robert W. Hull as 
head of the styling department and in 
charge of all mode] cutting and styling 
techniques. 

Mr. Hull comes to Victory Shoe Co. 
from Samuels Shoe Co. He has more 
than a decade of shoe styling experi- 
ence, formerly having been associated 
with International Shoe Co. and Julian 
& Kokenge of Columbus, Ohio. 
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Sharping. Inc., Has Leased 
One Shoe Store 


Endicott, N. Y. Sharping, Inc. of 
Endicott, operator of a chain of shoe 
stores, has leased the store at 106 Wash- 
ington Ave. here to Kenneth M. Mac- 
Dowell who will open Ken’s Shoe Store 
at that address in the near future 

The building was purchased by the 
Sharping firm about a year ago for 
$65,000. Mr. MacDowell has been with 
the Sharping chain of shoe stores for 
eight years, most recently as manager 
of the store in Sayre, Pa. The store is 
being remodeled extensively to make 
ready for the new business 
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FALL SHOE SHOW 
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Increased hotel facilities makes 
possible more Display Rooms 
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Library Devotes Window To Shoe Designs 


bot Loose ancy Free 


OR GREATER WALKING COMFORT IN WARM: WEATHER MONTHS 
CONSULT LIBRARY: BOOKS 





Baltimore, Md. — As a part of its public service program, the Enoch Pratt Free 
Library in Baltimore recently devoted one of the institution’s famous show windows to 
shoe design and manufacture. 

Featured in the display were books and pamphlets on the history and development 
of footwear, from the library's circulating collection. 

Specimen patterns, lasts, leathers and shoe parts were loaned by Eric Franken, of 
Herbert Cox Shoes, to add authenticity and educational value to the exhibit. 
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Dann C. Byck, Shoeman. 


Is Mayor of Louisville 

i.oulsville, Ky.—Dann C. Byck, presi- 
dent of Byck Brothers & Co., on Feb 
16 was sworn in as Mayor of Louisville. 
following the death of Mayor E. Leland 
Taylor. 

Mr. Byck, as president of the Board 
of Aldermen, was next in line. He has 
announced that he will serve only on a 
temporary basis. 

His company, originally a shoe con- 
cern, and now handling shoes, ready-to- 
wear and general lines for women, is 
one of the largest specialty shops in 
Louisville. 


Baltimore Shoe Club 
Elects Directors 


Baltimore, Md.—The Baltimore Shoe 
Club has elected the following men to 
serve for the coming year: 

Directors, Arthur Reis, Leon Golden, 
Gilbert Katz, Jules Farber, Don Mce- 
Carthy, Harry Snook, Al] Pever, R. A 
Gamble, Sol Swerdloff, Norman FE. 
Davis, Harry Kaplan, Roy Lowenthal, 
Bernard Silverman, Max Myers, Em- 
manuel Katz, and Nat Handwerge: 

Elected chairman of committees 
were; Ed Bronson, Opel White, Ray 
Evans, William Shultz, Si Madows, 
Paul Friedberg and Sam Abrahams. 
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Obituaries 


Aaron Bialek 


New York.—Aaron “Tommy” Bialek 
who for 35 years was connected with 
A. S. Kreider Shoe Co. as New York 
representative, died on March 12, vic- 
tim of a heart attack. Mr. Bialek, 48, 
had been in the shoe business all his 
life. 

Mr. Bialek was associated with the 
various A. S. Kreider companies of Ann- 
ville, Lebanon, Elizabethtown and 
Palmyra, having started with them at 
the age of 13 as an errand boy. 

It was D. Robert Kreider who gave 
him his first opportunity to sell shoes 
on the road, by offering him the com- 
pany’s lines of baby shoes. At that 
time, none of the other salesmen wished 
to carry baby shoes, on the ground that 
there was no volume to be had in this 
line. Mr. Bialek demonstrated other- 
wise by selling $90,000 worth of baby 
shoes in his first season. 

Later on he was given the East side 
of New York territory which he coyered 
with the other lines made by the com- 
pany, leading the sales force in volume 
of business done in a territory where 
the firm had had no previous repre- 
sentative. 

He is survived by his widow, Ella 
his son, Howard, who is also connected 
with the Kreider organization; a sister, 
Rose Bialek, and four brothers, Max, 
Simon, Sigmund and Joe. 


Frank A. Butterworth 


Beverly Hills, Calif. — Frank Austin 
Butterworth, 68, who has represented 
the K. B. S. Shoe Company Division, 
General Shoe Corp., for the past seven 
years on the West Coast died suddenly 
of a heart attack at his home, 224 
South Rexford Dr. 

Mr. Butterworth had a wealth of ex- 
perience in the shoe business, which 
began in the Middle West as sales 
representative for R. P. Smith Co. Fol- 
lowing this he was associated with 
Western Shoe Co. as Western repre- 
sentative. From 1912 to 1933 he was 
West Coast representative for Endicott 
Johnson Corp., and from 1933 to 1939 
he was with Moulton Bartley of St. 
Louis covering the West Coast. 

A member of the West Coast Shoe 
Travelers Associates and the National 
Shoe Travelers Association, he also 
belonged to numerous Masonic organ- 
izations. 

Surviving him are his widow,. Esther 
L.; a son, Edward L. Butterworth; -a 
daughter, Mrs. Cecelia D. Ross; a-sis- 
ter, Nettie B. Butterworth, and two 
brothers, George W. Butterworth and 
W. A. Butterworth. 


Karl August Hedquist 


Wamego, Kansas—Karl August Hed- 
quist, 70, who was a shoemaker for the 
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old pair to be BRONZED as precious keepsakes or gifts. No stock 
easy profits and goodwill with the 
original Bron-Shoe Process, unconditionally guaranteed to last for- 


Write TODAY for full details . . . and get started for Mother’s Day 


BRON-SHOE CO. 


265 E. BROAD ST., COLUMBUS 15, OHIO 


This Display 
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C. H. Hyer & Sons cowboy boot factory, 
Olathe, Kansas, for 33 years before he 
retired in 1945, died recently at his 
home in Olathe. 

He was born in Sweden and moved 
to Olathe in 1912. 

Surviving are two daughters and one 
brother. 


William H. Hamlin 


Utica, N. Y.—William H. Hamlin, 81, 
veteran shoe merchant, died recently 
after an illness of four years. He 
established a retail shoe store on South 
Street and was in business there for 54 
years. 


Mr. Hamlin’s father, Jacob J. Hamlin, 
began making shoes to order here in 
1848, just 16 years after Utica became 
a city. 


Store Adds New Line 


St. Louis — In a recent newspaper 
advertisement, Boyd’s, one of the lead- 
ing men’s stores here, announced that 
it had introduced new Stacy-Adams 
styles into its men’s footwear depart- 
ments in both the downtown and Clay- 
ton stores. Previously, Boyd’s had 
stocked only the more conservative 
styles of Stacy-Adams in their down 
town store. 
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A CHOICE OF WIDTHS IN TAP SHOES! 


Boost your tap shoe sales by offering your customers a choice 
of widths! Prima quality features all over patent leather con- 
struction, aluminum toe taps included. Choice of black patent 
or white leather. 

Child’s Sizes, 842-12, one width, $2.35 

Misses’ Sizes, 1242-3 A & C widths, $2.60 

Girls’ Sizes, 342-9, AA & B Widths, $2.85 


There is a service charge of 10c 
per pair on orders of less than 
12 pairs. Terms: Net 30 days. 
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Kaye’s Shoe Store Had Smart Promotion 
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201—Brown Elk 
203—Red Elk 


Sizes AA 
205—Black Elk 5 to 10 and 
206—Green Elk B 3 to 10 


A sure seller. Here’s why: 
1. Solid comfort—treal hand sewing. 
2. Casual style—a collegiate favorite. 


Sizes filled the way you want them. 





Immediate delivery. 


112 SOUTH MAIN ST. 


better part of the day and he personally 
met and shook hands with each visitor, 
presenting autographed comic books to 
over 400 boys. Radio transcriptions of 
the proceedings were made and played 
back over the air that evening. Names 
of the visiting boys were taken and a 
drawing was held the following Satur- 
day, the first 100 names drawn receiv- 
ing a baseball autographed by Dixie 
Walker. 

Kaye’s which has been in Florence 
for years, is now equipped to supply the 
entire shoe needs of the family. The 
store is managed by Tom Sneed and 
owned by two partners, Mr. Klebenanoff 
and Mr. Zeff. The Winthrop Shoe Com- 
pany was represented at-the opening 
by Jack Kenney. 


Sells Coon and Co. Store 


Detroit — Oldest established business 
in Rockford, Michigan to be operated 


At the opening of Kaye's remodeled shoe store, Dixie Walker, newly acquired out- under management of one family 


fielder of the Pittsburgh Pirates, was on hand to autograph 100 baseballs given 
away to the luck boys whose names were drawn from a box. This was a promotion 


changed hands when Bert and Bess 





sale by the Florence, Ala. store held recently. 


Florence, Ala. — Kaye’s Shoe Store, 
here, celebrated the opening of its com- 
pletely remodeled and modernly redeco- 
rated store in February with a unique 
and highly successful promotion built 
around Dixie Walker, famous Big 
League slugger. 
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The success of this promotion proved 
the effectiveness of a retailer tying-in 
with the manufacturer’s national ad- 
vertising. Dixie Walker is currently fea- 
tured by the Winthrop Shoe Company 
in national comic books. 

Dixie was in Kaye’s Shoe Store the 


Coon sold the Coon & Company’s Shoe 
Store to Melvin Baldwin, owner of C. 
F. Sears Company. Coon & Co. was 
established in 1873 by Jackson Coon, 
father of Bert and Bess. Following the 
death of Jackson Coon in 1905, Bert and 
Bess formed the partnership known as 
Coon & Co. They have sold shoes to 
five generations in one family. 
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VY A 6305 Black Norzron with Gold 4 
a Piping s 
‘7 Durable Soles 3 
d “ 6505 Red Norton with Goid “ 
' “e Piping # 
Py Durable Soles “a 
4 6506 Multi-Norzon (Green A 
7 4 
New York—The Kiwi Polish Company, % = Ae with Gold ¢ 
Pty. Ltd. has announced a new, revolving & _ Durable Soles A 
polish dispenser is being offered to dealers, KO Size4-9 MWidth $2.00 a: 
with each order of a gross or more of Kiwi &, ZA. 
ee Polish in assorted colors. a “a 
eo 6705 Genuine Gold é. 
: m f Lecther “ 4 
Women’s High Anklet Form % on fee. Zz 
rd Leather > 
£ Leather Soles A 
] ST. d Sizes 4-9 M Width $3.00 PA 
Sie a ono 4 
. - pore %, oA 
’ locked in “a7 4} 
. C4 Attractive 4 vai 
ally es GERDA Bores “4 
ria . ; 
itor, & TF, 
is to e. Kk. 
s of J Every retailer wants to hove that “extra pair” specialty line on hand for C4, 
ayed A extra profit. Gerda, the House of Hits, where “prices are down and Ax 
mes ts volume is up,” once again makes thot possible by bringing another YZ 
nd a ve : addition to the notable Cuco Rocha line—the newest type wedge. Si, 
— Le Light and airy, they're just the thing for street and beach weor. 28, 
owt ee Assured contentment for your customers—sure profit for you. Gd 
ixie e- #4 
AZ "See us of Hotel New Yorker — Rooms 1029-30-31, April 10-15, 1948" by 
ence Tbs ove | 
the % ge 
The ‘ 
4 
a % FOOTWEAR CO. INC 
noff oe @% . 
, NE STR T NEW yor 13 N Y 
om- ee $8 DUANE STREE ‘ 
ning Boston, Mass. — The C. S. Pierce Com- SEROAGRAM 
pany reports the development of an extra- 
high ankle shoe form for use in displaying hich includ ; 
the new popular shoe styles with high papers which includes nine additional S > ~~, 
ankle straps. This new shoe seems to be new markets. December “ hoe I roduc tion 
increasing in popularity as evidenced by The company launched its first gen- Tops For St. Louis 
the demand for special high forms for the 2 seen > admentiel Sundial 
dietien 60 thin chin: eral newspaper advertising, on Sundia ; ; 
ness play se shoes for all the family, in the Fall of St. Louis, Mo.—In the latest hly 
The Pierce Company reports that these *"0eS for all the family, in the Fall o — eee were e latest monthly 
ated forms are available in both plain toes, and 1945, using an initial list of only six review issued by the Eighth Federal Re- 
nily toe peeps as desired by the customer. newspapers, which has now been ex- serve Bank, here, district shoe produc- 
_ tended to the Present total of forty- tion in December totaled 8.3 million 
; - : . . seven metropolitan dailies carrying the pairs, according to the bank’s prelim- 
; Sundial Shoe Increases 1948 Sundial campaign. inary estimates 
was J N S its run from 300 lines up t : 
auara Se pace units ; ‘ s Pp to . » wae @ = i 
‘the Ne wspaper hedule the 600 line insertions that promote the — figure ings rh cent above No 
; d Manchester, N. H. — Sundial Shoe complete line of Sundial men’s, women’s Ye™Der output; according to the bank 
oo Company, a division of International and children’s shoes in the same ad- Md 7 per cent larger than that of De- 
ae Shoe Company, has released its Spring, vertisements. Once-a-week frequency, cember, 1946. This production, the 
| to 1948 schedule of black and white news- as usaul, is planned during the spring bank stated, was the largest for any 
paper advertising to an expanded list of and early summer selling season. December on record. 
rder April 1, 1948 79 
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Wise Shoe Company 
Plans Six New Stores 


Detriot, Mich.—An expansion pro- 
gram to add six new neighborhood 
stores in the Detroit metropolitan area 
is being launched by the Wise Shoe 
Company of Michigan, following the 
visit of Lawrence A. Schoen, president 
of the company, to this territory. 

The company now has one down- 
town store in Detroit which has been 
operated for many years at 1420 Wood- 
ward Avenue, under the management 
of Joseph Barnett. In addition, they 
opened a second Michigan outlet about 
two months ago at Flint, in the form of 
a leased department in Heitzner’s De- 
partment Store, under the manage- 
ment of Theodore Kunz. 

The new stores will be in widely 
scattered sections of the city at peak 
traffic centers. Leases are now being 
negotiated. 


New Store in Portland 
Portland, Ore. — Portland’s newest 
shoe outlet, the Roblee Shoe Store, 
opened here recently, carrying men’s 
and boys’ shoe exclusively. The store is 
air conditioned and has a striking front 
in which structural glass, marble, 
aluminum and hard wood are combined. 
William Spellman is the manager. 
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THE SHOE DISPLAY DE LUXE 


“Dumb Clerk”’ does a mammoth 
job of selling at point of purchase. 
Holds shoes in attractive posi- 
tion, either on walls or extended 
from shelves. It's a beauty! Inex- 
pensive, too! It will pay salesmen 
to write for territories and prices. 
Shoe dealers write for information. 


DumB CLERK 


Cc. M. BYE, Mgr | 
OSSEO, WISCONSIN 












Huskies 


the fastest selling... 
most powerfully promoted 
casual shoe line in America 


Styles for Men, Women and Boys. 






Miller & Rhoads 
Richmond, Va. 


FEATURE 


















To retail at 4.95 

















Displayed Shoes Worn 
Thirty-Five Years Ago 

Union City, N. J. — Above is a picture 
of the Star Shoe Store window. The store 
which is 62 years old has been fitting shoes 
for three generations. Founded by Joseph 
Greenspan, it is now operated by his son, 
Milton. The window was trimmed with 
obsolete shoes, manufactured more than 35 
years ago. It created a great amount of 
interest for the week that it was in effect, 
with old-timers talking about the time they 
wore similar shoes, while youngsters won- 
dered in amazement how people put their 
feet into such things. 


New Model Shoes Shown 


At Press Party 


Beverly Hills, Cal. — Joseph Salon 
Shoes recently played host to members 
of the Los Angeles and Hollywood 
fashion press at a cocktail party and 
fashion show featuring the advance col- 
lections of Cangemi and Beleganti of 
New York. Joseph Wallace, manager of 
the store, and Mary Thacker, fashion 
authority, gave an interesting com- 
mentary on the scores of beautiful new 
models shown. 

Kate Goldstein Kamen, executive 
secretary of the New York Guild of 
Better Shoe Manufacturers, described 
new trends in footwear, pointing to the 
emphasis on the graceful, lady-like look 
and fine detailing which marks cur- 
rent styles. 


New Shoe Store Opened 

Detroit — A new store devoted to 
men’s and children’s lines only was 
opened early in March by Park Shoes, 
Inc., in the South end suburb of Lin- 
coln Park, at 1759 South Fort Street. 
Location is in the community center of 
the town, and close to the intersection 
of two main highways. The owners of 
the new store are Paul W. Giannola, 
Jack Johns, Raymond Vigneau, and 
William Mazei, Jr. Mr. Johns, who now 
operates a clothing store next door, was 
formerly associated with other shoe 
stores. 
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Milton Shupack Joins 
L. S. Shoe Corp. 

Cincinnati, O.—The addition of Mil- 
ton Shupack to the sales organization 
1f The United States Shoe Corporation 
was announced recently by A. B. Cohen, 





MILTON SHUPACK 


president of the firm. Mr. Shupack will 
sell and merchandise the Gold (Red) 
Cross Shoe line in the Southwest terri- 
tory. For 15 years he was in the retail 
shoe business in Texas and Oklahoma 
and during the war spent four years in 
the Armed Services. 


Indian Maharaja Prefers 


American-Made Shoes 

New York — One of the greatest 
tributes to the high quality American 
manufacturers have achieved in mass- 
produced shoes comes all the way from 
India. The Maharaja of Rewa—although 
fabulously rich and well able to afford 
the finest in hand-made shoes—has 
found Bates Originals (made in Web- 
ster, Massachusetts) so well suited to 
his feet that he actually prefers them 
te the extremely expensive, hand-made 
footgear usually worn by the Indian 
potentate. 

The Maharaja was first attracted to 
Bates Shoes through an advertisement 
in ESQUIRE which illustrated a pair of 
Bates “Relaks”, a laceless, lounger 
style shoe, which carried the sales idea, 
“Slipper-Free Where Your Foot Bends”. 
Apparently, comfort is a sound appeal 
to Indian royalty, long noted for their 
luxurious mode of living, for an order 
was immediately forthcoming. 

The State of Rawa is roughly the size 
of Massachusetts, Rhode Island and 
Connecticut combined, with a popula- 
tion of 1,500,000. The Maharaja’s in- 
come is estimated at $1,250,000 (tax 
free, of course). 


All-White Shoes Make 

Hit With Hawaiian Women 
Los Angeles, Cal. — Stating that 

their patrons were keenly interested in 

California-made footwear, Henry and 

Charles Young of Honolulu, T. H., 





April 1, 1948 













Jf 





ERS 


~ eas 


or] 
i ) ily 2 
z 
! 9 3 
4 Three members of our te 
ie large family of Juvenile Shoes 
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% 40 years) with the speed of a youngster. ae 
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h for good tread. Scientific patterns with short backs for oh 
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sj — swing to BEHN “quality made” SHOES. “3 
b WIDTHS A to EE. Welts and pre-welts. e 















Viglz US... 
At the Shoe Manu- 
facturers’ Fall Show 
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visited shoe manufacturers here and 


placed heavy orders for a new shoe de- 
partment they are setting up in the 
Sam Yuen Co., an apparel store, in the 
Hawaiian capitol. 

They were particularly interested in 
all-white medium and high wedges and 
in kidskin playshoes, which are making 
a big hit with Hawaiian women. 

Both men have had long years of ex- 
perience in the retail shoe business in 
the Islands. Charles Young was former- 
ly with the New York Shoe Store for 
27 years. Henry was with the same firm 
for five years and previously with Mac- 
Inerney’s for 15 years. 


Nathan Levy Sells Interest 


In Shoe Business 

New York — Nathan J. Levy has sold 
his interest in the Air-O-Pedic Shoe 
Shop Inc., 119 Halsey St., Newark, New 
Jersey, of which he was president, to 
Irving Baum, the son-in-law of his 
former partner Sol. M. Engelman. 

Mr. Levy has recently been made 
vice president of the Irving Drew Cor- 
poration, and that office plus his posi- 
tion as Eastern Sales manager, director, 
and stock holder of both the Drew Arch 
Rest Shoes, and Dr. Hiss Balanced 
Shoes will occupy his full time. 








THE G-FEATURE PROFIT LINE 


Style 850 
Block kid boot, no 
box toe, 7/8 heel 
with rubber top lift 


> 


: Black kid 5-eyeletlLoce 
Here's a quality we (see features hclow) Oxford, no box toe 

that you can sell and re-sell to comfort-seeking women. At $5.00 7/8 heel with rub-— 
to °6 retail, no price resistance —and a good profit for you. 7 ber top lift 
irch-type styles, 4 to 10, A to EEE, all in stock for immediate 
celivery. Send for catalog. Samples on request. Write or wire Pp 
requirements today. (Newspaper mats available on request.) 
4 selling features: 1. Combination last for comfort, fit; 2. All 
bid line for wear, comfort, looks; 3. Lock-stitch constructior 
tor vear; 4 Long inside counters for support, comtort 














You've known the MMMata Maa THTRELIRG for over 45 years... 





‘ 

‘ 

in all it's glory , with many new improvements 
Ma” here are the details: 


pen holder and penc as ustrated. Assorted 


Whistles, Comics, Tops, Marbles 
everything you need for low- colors. Available with your advertisement imprinted 
priced give-aways. 


| 
! 
| 
| No. 100 Actual size, 12'° long, contains 6° ruler 
| 


Call or write for new 1948 catalogue 





HEADQUARTERS Since 1901 for Good-will Creating Toys 


Novelties, Souvenirs, Birthday Gift Specialties 


Premiums and Give-Aways 





iHE Lederer INDUSTRIES, Inc. 


39 West 19th St., N. Y. 11 








T h e H i o h s H ave | t Balenciaga, Fath, Lelong, Molyneux, bi 

- Balmain and Piguet as well as the Lon- A 

' ‘ don houses, and varying shades of fe 

[Continued from Page 47] gray, from silver to steel, in which tk 

denied, and somehow they seem to add the same frankness and in the same saree 2S oe ee a 

to the “fragile” effect which is the pur- breath with the announced purpose of Dior’s combinations of fabrics and in 

pose of the new fashions, much more _ the salon, they say that these new high patent for semi-formal as well as day w 

than widely opened sandals or even shoes are of Paris inspiration and from Wear should also be emphasized, in- al 

beaded effects. It will be remembered the current collections, so it seems rea- Cluding the unusual combination of te 
that last August we reported the gath- sonable to unite the two groups here. black and blue. Buckle effects are also 

ered higher shoe in various silks as While there are some ballerina types, ‘°° be .taken seriously for the coming it 

shown by Schiaparelli. This house con- for the states at least, the news is the %@#S0" on court shoes, varying from the te 

tinues a liking for his shoe, designed tendency to extremes. Heel heights go classic court to Pompadour types, 33 

for them originally by Perugia, but up to 3% inches and true bootee types, through bronze effects and even ce- s¢ 

now being used with less formal both trimmed and untrimmed, in both Mics. Another new effect was brown 0 
clothes. satin and velvet, classed generally un- ‘"imming on black shoes as well as 

der the name of hostess bootees, are rolled patent binding on gray shoes. n 


The Pompadour Room, which was 
opened by Lilley & Skinner the last of 
February as a proper setting for active 
cooperation between London designers 
of the Haute Couture and shoemakers, 


featured. 

The other new and interesting line is 
the Princess Elizabeth shoe, developed 
in one of Christian Dior’s new caramel 


Size 40 Shoe Among Those 
Shown During Celebration 


for its initial show also made a great shades. This shoe, high in effect, is lé 
point of these new high-riding shoes. cleverly cut away at one side and so San Antonio, Tex.—A display of 200 7 
The salon itself, is furnished completely takes advantage of the flattering fea- shoes, including footwear from Africa, a 
in magnificent antiques. The owners, by tures of both high and low cut. Belgium, Bulgaria, Cuba, Greece, Hol- p 
the bye, with a truly British sense of The interesting quarter line, is the land, Japan, the Philippines, the Sudan, F 
humor, mentioned that it was fortunate mew high back, direct from the Paris Syria and Turkey, was shown by the a 
that the period furniture gave just the openings, which has been in its various International Shoe Company at Joske’s fi 
setting which they felt they wanted for adaptations called the Eton Collar, the during a week in February as part of f 
their new salon, for they would have Winged Collar, etc., all reflect this new Joske’s Diamond Jubilee celebration. a 
been quite unable to accomplish it due — spirit. One curiosity was a size 40 shoe mack t 
to austerity restrictions, had _ their News in colors covers, besides the for the late Robert Wadlow, eight-foot 

desires been for a modern setting. With Dior caramels, bronze, sponsored by giant. g 
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BURNS CUBOID 


are the California-made 


FOOT BALANCERS 


That you see advertised in 


GOOD HOUSEKEEPING 
LADIES’ HOME JOURNAL 
WOMAN'S HOME COMPANION 
AND IN PUBLICATIONS OF THE 
AMERICAN MEDICAL ASS'N 


You also see them advertised over 
the signatures of the nation’s best 
shoe and department stores. Many 
“dealer helps” keep CUBOIDS mov- 
ing all the time. For information 
about possible franchise, write 


BURNS CUBOID COMPANY 


Santa Ana California 














Lazars Resign From Acme: 
Join Korex Coating 


Brooklyn, N. Y. — Surprise news 
broke during the recent Leather and 
Allied Trade shows that Harry Lazar, 
for twenty-seven years connected with 
the Acme Backing Corporation, had 
resigned as director and vice-president 
in charge of sales. His brother, Abe, 
who had been an officer of the company 
and assistant sales manager, had also 
tendered his resignation. 

The Lazars are to continue in the 
industry, having purchased a half in- 
terest in the Korex Coating and York 
Backing Corporation, associating them- 
selves with Louis Plever, the founder 
of the two companies. 


New Bowling Shoes 
By Sandal Craft 


St. Louis — Sandal Craft, Inc. has 
launched production on a revolutionary 
“sandal construction” bowling shoe 
after several months testing of the 
prototype in local bowling alleys here. 
Held to the foot by straps and buckles 
the new shoe is claimed by its manu- 
facturers to eliminate practically all 
foot perspiration and at the same time 
afford just as snug a fit as its laced- 
to-the toe counterpart. 

Branded “Kool Foot” the shoe is 
similar to orthodox bowling shoes only 
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Slater Men Continue With 


Sarra-Sandler-Fenton Line 


Boston, Mass. — Norman Philips and 
David C. Rube, 16 years and 8 years 
respectively with C. B. Slater Company 
covering the East, have joined up with 





DAVID C. RUBE 


the welt factories of Sarra-Sandler in 
Lynn and Sandler-Fenton in Brockton. 
The C. B. Slater Company recently 
stopped operations and is in the proc- 
cess of liquidation. 

Working out of the same office in 





NORMAN PHILIPS 


New York as before, in the Marbridge 
Building, they are offering corrective 
sport and walking types, The office in 
charge of Mr. Philips will also serve 
Sarra-Sandler and Sandler-Fenton ac- 
counts. Frank Duncan will cover Mary- 
land, Delaware, District of Columbia, 
Carolina, Virginia and New Jersey ac- 
counts. 


in its sole construction, with a rubber 
soled right shoe and a leather soled 
left shoe, and vice-versa, depending 
upon whether the pair is built for a 
right or left handed bowler. Made for 
both men and women the shoes are 
finished in a wide variety of fast colors 
Upper leather is anolin dyed vegetabl: 
tanned steerhide. 

The shoes are being distributed pri- 
marily through sporting goods distrib- 
utors though the firm also expects to 


promote them in shoe stores 





PUT 
HEALTH SPOT SHOES 
ON YOUR 


BEST SELLER LIST! 


x 


wid 





There’s a continuous demand for 
these famous comfort shoes, an im- 
mediate need for added Health Spot 


distribution points all over America. 


Not subject to fad, fashion or sea- 
sonal markdowns, Health Spot 
Shoes bring you steady repeat sales 
and fair profits month-after-month 
It’s the only complete line of men, 
women and children’s shoes made 
with thick, mellow channel inner- 
sole. 


For footwear of recognized quality, 
for an established, nationally known 
name, for promotion assistance and 
dealer aids, nothing tops Health 
Spot Shoes. 


So12 
Tan Calf 
$9.50 






Investigate the possibility of adding 
Health Spot Shoes to your stock 

write today for full details, The 
Health Spot Shoe Company, 1240 
West Lawrence Avenue, Chicago 40. 


Exclusive franchises available in 
cities of 25,000 or over 


HEALTH SPOT SHOES 


THE WAY TO 
FOOT COMFORT 


Shoes for 
MEN - WOMEN - CHILDREN 


1240 West Lawrence Avenue 
Chicage 40, tlinois 
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ONLY SURREY 


GIVES YOU THIS VARIETY 
FOR 


FROM IN-STOCK — 









Just like Big Sister's Most Popular Shoe 

. Unlined Sandal Made of the Finest 
Supple Yet Sturdy Elk Leather on a Long- 
Wearing Panolene Sole.. 
the Board! 


BROWN RED 
810 68 813 68 
811 8%-12 814 84-12 
812 124-3 815 12%-3 


WHITE 
816 6-8 
817 8-12 
818 12%-3 







. at $2.25 Across 


IN SANDALS 
IMMEDIATE DELIVERY 


4ll Elk Leather, Unlined Sandals, Leather 
Soles and Leather Counter-Pocket on Triple- 
Sole Construction in Full and Half Sizes 
and in Both “‘C” and “D’’ Widths in Chil- 
dren’s and Misses’ Runs. 


No. 1790 Brown 6-8 $2.10 
814-12 2.28 
12%-3 2.40 
No. 1791 White 6-8 2.10 
8%-12 2.28 
12%-3 2.40 
No. 1792 Red 6-8 2.10 
814-12 2.28 
12%-3 2.40 








All Elk Leather, Unlined, Rubber Sole, in 
Full and Half Sizes at $1.75 Across the 
Board! 





BROWN RED 
801 6-8 804 6-8 
802 84-12 805 8-12 
803 124-3 806 12%-3 


WHITE 
807 68 
808 8-12 
809 12%-3 


FOR RING-THE-REGISTER VALUE 


SURREY FOOTWEAR, INC. 


143 DUANE STREET 


NEW YORK 13, N.Y 





Change of Dates 


For June Show 

Chicago — Dates of the June show of 
the Shoe Travelers’ Association of 
Chicago have been changed from the 
last to the first week of June. Pre- 
viously scheduled for June 27 to June 
30, the new dates are June 6, 7, 8, and 
9. 

The change was made in order to 
give retailers an opportunity for earlier 
buying and because the later dates 
came too close to the July 4th holiday. 
This is expected to be the organiza- 
tion’s largest show of the year. In ad- 


84 


dition to a record number of lines 
shown there will be entertainment and 
special events for the buyers. 





New Line Added 
By Topeka Store 


Topeka, Kansas — A new line of 
ladies’ shoes has been added to the stock 
of the Royal College Shop, prominent 
shoe dealers here. The Andrew Geller 
shoes are now being sold by this firm. 
These shoes, which are of the latest de- 
sign, are exclusive in Topeka, and come 
from New York. 


H & S Pogue Co. Appoints 
A. Schaefer, Jr. as Buyer 
Cincinnati, O.— Announcement was 
made recently at the H. & S. Pogue 
Company of the appointment of Albert 
Schaefer, Jr., as Buyer and Department 





ALBERT SCHAEFER, Jr. 


Manager of the Young People’s and 
Teen-Age Shoe Departments on the 
second floor of the store. Mr. Schaefer, 
who has been with Pogue’s for nine 
years, (including two years in the serv- 
ice), has been Assistant Department 
Manager since 1941. 


New Shoe Clubs 


Being Formed 

Toronto, Ontario — With Winnipeg 
the first city to organize a shoe club 
made up of all shoe men in an area 
whether they are retailers, wholesalers, 
manufacturers, travellers, rubber or 
findings people, the idea has caught 
on and Toronto is the latest to join the 
ranks. Peterborough, Ont., Ottawa, 
and other centers are lining up to sup- 
port the idea sponsored originally 
the Canadian Shoe Retailers Associa- 
tion. 


First Spike Heels Since 
War Seen in Britain 


with exceptionally large feet are find- 
ing it very difficult to purchase shoes 
to fit them. 

At a recent exhibition of quality 
footwear where designers showed new 
models, the first spike heels to be seen 
in Britain since the war shared promi- 
nence with flat walking shoes in pro- 
duction this winter. Most of the new 
styles, however, are earmarked for ex- 
port. The wedge hee] still holds promi- 
nence in all flat styles and boots, being 
specially noticeable in sandal types. 
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French Rabbit, Fur Shearling and Electrified Lamb . 
in all Colors for the Overshoe and Slipper Trade. 


Write 


200 West 


Chickering 4-1898 


. Wire . . or. 


. Phone for Quotations 


28th Street 


New York 1. N. Y. 








Fast Action ...... with Fast Moving Patterns 


HERE'S A TOP PERFORMER FOR SPEEDING UP SALES 


<= Write for Bulletin on Complete Line =< 


Lot +C9520 Women’s Black Suede, Sizes 4-9 $3.00 per pair 


Lot +C9521 Women’ White Elk 
Lot +C9523 Women’s Red Elk 
Lot +C9525 Women’s Brown Elk 
Lot +C9529 Women’s Black Calf 


Wholesale Distributors 


P. HH VOLK & COMPANY 


2-4 W. Lombard St., 


Sizes 4-9 3.00 per pair 
Sizes 4-9 3.00 per pair 
Sizes 4-9 3.00 per pair 
Sizes 4-9 3.00 per pair 


Baltimore 1, Md. 











Washington Newsreel 
(Continued from Page 34) 


ing firms are still granted to British 
manufacturers producing for export. 
While the hide and skin subsidy has 
been dropped, according to information 
received through diplomatic channels, 
the British government still channels 
choice raw materials to export pro- 
ducers. 

If British imports, or those from any 
other country, continue to increase to 
the detriment of American producers 
as a result of the tariff concessions 
granted at Geneva last Fall, it is pos- 
sible for domestic producers to obtain 
modification or cancellation of the con- 
cessions. This can be done by utilizing 
the provisions of the “escape clause” 
which has been written into reciprocal 
trade agreements since 1934. Under 
this escape clause, it must be proven 
that the increase in imports must be 
such as to cause or threaten serious 
injury to domestic producers and that 
the increase is due to the tariff conces- 
sions involved. 

Investigations under the escape 
clause may be made upon the request 
of the President, upon the motion of 
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the Tariff Commission, or upon the ap- 
plication of any interested party. The 
Tariff Commission will then hold 
public hearings at which time the ap- 
plicant for an investigation must file 
detailed information to back up his 
case. The findings are then submitted 
to the President for his decision as to 
whether the concession should be can- 
celled or modified. 

There has been some expectation 
that Congress may not renew the Re- 
ciprocal Trade Agreements Act which 
expires on June 12. However, failure 
to extend this act would not of itself 
wipe out the Tariff concessions which 
became effective January 1. They will 
operate as already agreed upon. How- 
ever, the State Department would have 
no power to make new or revise old 
agreements. If Congress wants them 
changed, it has two alternatives 
either direct the State Department to 
cancel the agreements or pass new 
tariff laws. 


The Strap’s The Thing 
(Continued from Page 46) 


Early last Spring several of our bet- 
ter moccasin makers began to put 


straps on their leisure types. This new 
device made a far better fitting shoe 
in the low cuts to which it was then con- 
fined. Because it was such a decided im- 
provement, this shoe strap was met 
with instant favor, particularly by 
those men who previously enjoyed 
wearing the strap monk. 


It was inevitable that higher types 
would be introduced with a jodhpur 
boot feeling, and that the strap which 
is closely allied to other saddle details 
should find its place in them. This 
higher variation holds every indication 
of being quite as popular for Fall and 
Winter as its lower counterpart has 
been. 


Actually a fine cold weather shoe, 
bolder in detail, made of heavier ma- 
terials, it is as well a more practical 
shoe with a very broad base of wear- 
ability. With its companion lower ver- 
sion, it may wel] be the start of an en- 
tirely new family of sports shoes, which 
could develop to embrace a half dozen 
types. It takes little imagination to 
visualize, for example, a lace version 
blucher and ghillie, and possibly U- 
front, utilizing strap through eyelet as 
a lacing device, and even multiple 
straps. 
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RUBBER FOOTWEA 
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RED TOP 
SPRING BOOT 
FOR APRIL SHOWERS 


First Quality 
CHILDS’ 
SIZES: 6 to 10 


$1.65 


MISSES’ 
SIZES: 11 to 2 


$1.85 


Terms: NET 30 DAYS 





+ 2696 
12 Pr. Cases (Full Sizes Only) 


IMMEDIATE DELIVERY 
Weldon Shoe & Slipper Co. 


720 Fifth Ave., Pittsburgh, Pa. 
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NOVELTIES 











ADVERTISING BALLOONS 


WRITE TODAY for our new low prices 
ind samples on advertising balloons with 
your hame ot busine ss to increase your 
sales 


NATIONAL SALES CO. 


2805 East 79th St., Dept. B., Chicago 49, II! 

















RUBBERS AND TENNIS 
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WALES-GOODYEAR 
FIRST QUALITY 


Manufacturing the best in RUB- 
BER and TENNIS FOOT- 
WEAR for nearly a century. 


Send for Catalog Today. 


ASHER SHOE CO., INC. 


116 DUANE STREET 
New York 7, N. Y. 
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How An Advertising Man 
Became A Shoe Retailer 


(Continued from Page 68) 


Shoe manufacturers realize the po- 
tency of windows. Most of them spend 
a lot of money (too much, to many a re- 
tailer’s way of thinking) on the kind 
of displays the store neither can nor 
wants to use. Remembering that the 
store is judged by its windows, obvi- 
ously what most dealers want are dis- 
plays of quality, not just quantity. 

Retailers are perfectly aware of the 
sales power of their windows. They 
should be encouraged to make a greater 
and more intelligent use of this me- 


dium. It pays off in sales, profit and, 
when tied in with a manufacturer’s 
point of purchase, it pays off in 
strengthened brand name acceptance 


and preference. 

When we took over the store, there 
were approximately thirty brands of 
shoes in stock. Partly this was charge- 
able to the previous owner’s wartime 
determination not to run out of mer- 
chandise, at any cost. These brands 
were quickly reduced to a half-dozen or 
so, the balance cleared out. 

Concentrating on a few brands helped 
in a number of very important ways. 
For one thing, not having a dozen dif- 
ferent brands represented in the display 
windows meant we could utilize some of 
the point of purchase material supplied 
by manufacturers. This helped identify 
ours as a store where nationally-adver- 


tised brands were carried. Thus we 
built volume and brand preference 
Since our neighborhood competition 


did not carry the identical brands, in 
our displays and direct selling, we ex- 
ploited—for the first time—the competi- 
tive advantage of featuring nationally- 
advertised names 

It didn’t take us long to learn two 
important facts: 1. Without doubt na- 
tionally-advertised brands make a re- 
tailer less subject to price competition; 
2. A brand can become so important 
with consumers that, from standpoint 
of sales volume, the brand can mean 
more to the dealer than the dealer does 
to the brand; 3. Concentration on fewer 
brands avoids unnecessary duplication 
of styling, keeps stocks “clean”, aids 
turnover, lessens markdowns. 

We made test after test. We claimed 
to be sold out of certain brands and 
tried to switch the customer to other 
brands. We removed nationally-known 
labels and tried to sell the unlabeled 
shoes. Instantly our percentage of 
“walks” increased sharply. 

The average small! retailer often neg- 
lects to take advantage of assistance 
available, without charge, from his 
sources of supply. This type of service 
can be a boon to retailers. It can con- 
tribute much to enabling them to com- 
pete with the well-managed chain store. 
True it does entail a substantial degree 
of concentration with a source. But 
we've come to the conclusion that’s all 
to the good. You become an important 





enough account to the manufacturer to 
warrant special attention. And you 
benefit accordingly, in counsel and pro- 
fessional guidance 

Our venture into retailing resulted in 
our taking a new view of “national ad- 
vertising” and its relation to the poor 
suffering family shoe dealer! It’s 
pretty hard to convince us now that any 
dealer—even in a large city—derives 
much direct return from a skimpy con- 


sumer magazine advertising schedule 
intended primarily to help sel] the 
dealer rather than to sell FOR the 
dealer. 


I believe our experience taught us 
how not to advertise shoes, how to side- 
step the hundred-and-one ruts your 
copy can fall into if you haven’t served 
some time on the dealer’s side of the 
fence. Our experience taught us, too, 
that in making customer-friends, there’s 
no substitute for “quality of product”. 
Mr. and Mrs. Consumer are more aware 
—and know more about quality—than 
most of us are aware of or willing to 
admit. 

Here’s a suggestion to advertising 
agency men (and their clients): if 
you'd like to really known how your 
perennial crop of ideas are going over 
with your dealers, turn dealer yourself. 
Invest your money—then see if you’: 
RE-INVEST it in the very thing you’re 
asking others to buy. You'll get a col- 
lege education in practical merchandis- 
ing. We know. We just got our de- 
gree! 


Expects Retail Shoe Prices 
In Canada To Drop 


Montreal, Canada—Retail shoe prices 
in Canada are expected to drop from 
3 to 10 per cent “in the very near 
future.” according to representatives 
of some manufacturers, who say that 
buyer resistance is the main 
for the expected drop. 

Robert Hedley, president of the Hed- 
ley Shoe Co., Toronto, said that the big 
10 per cent drop will probably come 
from tanning companies, who have an 
over-abundance of raw material in 
stock because of slack in buying. Such 
a reduction in the price of leather will 
naturally be reflected down the line 
until eventually retail prices are 
cut. Mr. Hedley said that he plans to 
reduce his price to retailers by 5 per 
cent but could not state definitely just 
how soon this would be put into effect. 

Although a spokesman for one man- 
ufacturing company said he “doubted” 
any reduction he added that it would 
be “bad policy” for manufacturers to 
release such information even if it 
were true, because of the effect it 
would have on retailers. The latter are 
apparently ignorant of any such move, 
several retail shoe merchants stating 
that it was “all news” to them. 

Nevertheless, another manufacturer, 
who did not wish to be mentioned by 
name, said that the drop is “inevitable” 
but refused to say how soon he ex- 
pected it. 
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CHILDREN’S SHOES 
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Brown Elk MOCASSIN 
No. 6518 
Available 
for 
Immediate 
Delivery 


Sizes 
2 to 12 BCD 
242 to 3 ABCD 


Made with 5 8 heel on 12', to 3 
Write for descriptive price list 





PLASTIC SHOE FORMS 
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Ladies’, misses’, children’s, infants’—flesh 
color only, varied heel heights and sizes 


—Immediate delivery. Write for samples, 





also HOSIERY FORM details and Shoe 


Findings Catalog 


LYONS & COMPANY | 


120 Duane St., New York 7, N. Y. 


| QUALITY SHOE STORE SUPPLIES SINCE 1998 
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Bass Honors Worker With 


Fifty Years Service Record 





Wilton, Me. — John R. Bass, treasurer 
of G. H. Bass & Co., presents Walter A 
Holmes with a fifty-year service pin and 
gold watch at the Annual Winter Frolic 
Mr. Holmes was the first employee of the 
Bass Company to achieve a fifty-year rec- 
ord. He started in as a boy of seventeen, 
scouring and finishing bottoms, and has al- 
ways worked in the finishing room, most 
of the time as an edge setter. 


Reduction On Wholesale 
Price by Spalsbury. Steis 

St. Louis — Spalsbury, Steis Shoe 
Co. has announced wholesale price re- 
ductions on shoes for delivery after 
April 1, ranging from 10 to 20 cents a 
pair. The reductions are based on pat- 
tern and character of the particula 
shoe rather than on the material and 
include styles made up in elk, suedes 
and buck leathers. 

Unlike most manufacturers in the 
St. Louis area Spalsbury Steis had 
confined their previous orders from 
retailers for delivery through March 
31, rather than accepting orders fot 
delivery in the April and May periods 
also, 


Glass Used To Process 
Fine Grain Hides 


Toledo, O. Polished plate glass, 
key to the “visual front” store and 
many other promotional aids, is helping 
to merchandise fine leathers all the way 
from tannery to the ultimate consumer. 

The mirror-bright look of a new pair 
of shoes, according to a Libbey-Owens- 
Ford Glass Company report on new 
industrial applications of its products, 
may actually have started out in a 
glass factory. In a new leather tannery 
technique, the report explains, polished 
plate glass is used in racks in the im- 
portant process of drying fine-grain 
hides. 

It’s the slick, hard surface of glass 
that pays dividends in the tannery, the 
report points out. A number of tan- 
neries using the _ vertical pasting 
method for drying hides “slicking 
out” the leather against upright racks 
which are pushed into ovens — find 
plate glass superior to stainless steel, 
aluminum or porcelain enamel as a 
pasting surface. 
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Smooth Leather Uppers 


Non-Marking Flexible 
Rubber Sport Soles 


$2.00 


N10 days 
F.O.B, N.Y. 





Brown Moccasin, Brown Wing Tip 
Brown with Brown Alligator Saddle, 
Brown with White Saddle. 

Sizes 842-12; 1244-3 
In Stock Immediate Delivery 


Ben Marbach Footwear Co. 


107 West Broadway New York 13, N.Y. 











SANDAL 
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WOOD SHOWER 


SANDALS 


@ No. F55—Made to 
rigid Gov't specifications 
Superior quality 
Shaped to foot 
contour raised 
heel. Smooth, 
varnished finish 
3” white cotton 
duck strap 
Rights and lefts 
men’s sizes 8 to 
12 Packed 72 
pr. to case 





@ IMMEDIATE DELIVERY poz 


Henry Modell & Co., Inc. 


7 E. 4th St. @ GR 7-2807 @ New York * 








Tannery engineers say glass racks 
present the smoothest possible surface 
to the hides, which helps maintain the 
grain of the critical fine leathers. Thus, 
none or only a light buffing is required 
for finishing. Moreover, 70 per cent of 
the paste used in “slicking out” adheres 
to the glass instead of the leather when 
the hides are removed and the non-ab- 
sorbent characteristics of glass pre- 
vent bleeding of dyes. 





Buy Savings Bonds 
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Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 
GOODWILL SHOE COMPANY 


Hellisten, Massachusetts 


























SENSATIONAL 


White Dry Shoe Cleaner 





Retail 


Cost, $1.85 Dz. — $21.00 Gr. 
ORDER FROM YOUR JOBBER 
OR DIRECT FROM FACTORY 


S & M CHEMICAL CO., Inc. 


2611 So. indiana Ave., Chicago, ili. 











PRICE TICKETS 


- -_ 














PRICE TICKETS bring sales! 


Many Colors—109 prices to cheese frem 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 





200 Sa. STATE ST. CHICAGO 4 











88 


Retires From Shoe 


Business After 45 Years 

St. Louis — Nearly a half-century in 
the shoe business ended this month for 
Al Farrar, when he announced his re- 
tirement from the Friedman-Shelby 
branch of International Shoe Co. Widely 
known in shoe circles from his 45 
years’ association with the industry, 
Mr. Farrar plans to devote the re- 
mainder of the year to taking life easy, 
improving his golf game and catching 
up on his fishing. 

A charter member and a past-pres- 
ident of the St. Louis Shoe Manufac- 
turers’ Association, Mr. Farrar has 
served 36 of his 45 years in the shoe 
industry with International. He joined 
the firm in 1912, and when Interna- 
tional acquired possession of the Fried- 
man-Shelby Shoe Co. in 1913, he was 
among the personnel of International 
sent out to take over the new branch. 

For a number of years Mr. Farrar 
served as general merchandise man- 
ager of Friedman-Shelby, but more re- 
cently his duties have been confined to 
the styling and merchandising of 
women’s shoes only. He has always 
been active in the promotion of shoe 
style shows in St. Louis, which Fried- 
man-Shelby formerly sponsored. 


Bay-Bee Company to 
Open New Plant 

St. Louis, Mo.—George Ineichen, of 
the Bay-Bee Shoe Company, with ‘fac- 
tories at Union City and Sharon, Ten- 
nessee, has announced the opening of a 
new plant at Dresden, Tennessee. 

The capacity of the new plant is 125 
cases of shoes a day, bringing the com- 
pany’s total production of infant shoes 
to 250 cases a day. Sales offices of the 
firm have been moved to 1424 Wash- 
ington Ave., St. Louis. 


New Type Inventory Form 


Released by Juvenile Corp. 
St. Louis—The Juvenile Shoe Cor- 
poration here has released a new type 
inventory form for daily computations 
which promises to greatly simplify the 
keeping of a running inventory. 

The form permits the keeping of ac- 
curate records on all sizes and permits 
a ready recap of sizes on hand, sizes 
“needed today” and sizes “ordered to- 
day.” 


Hanan Appoints Martin 


As Store Manager 

New York — Herbert G. Hanan, pres- 
ident of Hanan & Son, Inc., well-known 
shoe manufacturers, has announced 
that Arthur W. Martin has been ap- 
pointed manager of its retail store at 16 
West 50th Street, Rockefeller Center. 
Mr. Martin was previously associated 
with I. Miller & Sons, Inc. 





Shoe Employes To Share 


In Profits of Regal Co. 

Endicott, N. Y. — Regal Shoe Co. 
will distribute to employees 10 per cent 
of profits before deductions for federal 
taxes, it was announced by William Col- 
lingwood II, manager of the Endicott 
plant. All workers employed for three 
months or more will be eligible. Em- 
ployees of each factory will participate 
in the profit sharing plan in proportion 
to the factory’s share of net sales. The 
plan was devised by John J. Daly, Regal 
president. 

The Endicott plant, purchased last 
year from the Collingwood Shoe Co.. 
employs 287 persons. The main plant 
in Whitman, Mass., strikebound since 
Jan. 1, employs about 700. Two days 
before announcement of the _ profit 
sharing plan, Endicott employees ex- 
pressed their satisfaction with the Re- 
gal management and promised con- 
tinued cooperation. 





Benjamin Lowe Honored 
For 40 Years Service 

New York — Last month, the em- 
ployees of Whitehouse & Hardy’s three 
stores gathered at the main store at 
695 Fifth Avenue, New York City, to 
pay their respects to Benjamin Lowe 
who had just completed forty years 
service with the company. 

Charles P. Durking, toastmaster, in 
a welcoming speech lauded Mr. Lowe’s 
accomplishments and _ achievements 
while with Whitehouse & Hardy. He 
told how Mr. Lowe had started with 
the company in 1908 as a stock clerk 
under the founder, Henry Whitehouse. 
How he successively became salesman, 
manager and finally vice president and 
general manager. He stated that he felt 
that Mr. Lowe was in a great measure 
responsible for the success of the busi- 
ness. 

Various members of the organization 
made congratulatory speeches and pre- 
sented Mr. Lowe with gifts from the 
organization. First he was given a fitted 
leather travelling case, a scroll of parch- 
ment on which was inscribed the names 
of all the employees, and as a final 
gift he was tendered a gold wrist watch, 
suitably engraved, by J. R. Murphy, 
treasurer. 


Adds X-Ray Machine 
To Shoe Store 


Belleville, Kansas — Grace’s Shoe 
Store, modern shoe dealers, recently in- 
stalled an Adrian X-Ray Machine, which 
greatly improves the store’s fitting 
service. This equipment was added in 
order to fulfill the management’s 
pledge to give the Belleville territory 
a well equipped, modern shoe store, it 
was announced. 

The store’s services now include: A 
modern shoe shop, a complete line of 
shoes, the X-ray machine, and shoe re- 
pairing. 
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News of the SA eSWM and Syl CS 


Shoe Manufacturers B. of T. 
Elect Grossman President 


New York—The Shoe Manufacturers 
Board of Trade of New York met last 
month at the Hotel McAlpin, here, to 
elect a new slate of officers. Morgan 
Grossman was elected to succeed David 
S. Cohen, the outgoing president, and 
Monroe Geller and Charles Fox, were 
elected Ist and 2nd vice-president, re- 
spectively. 

Others elected were John L. Jerro, 
treasurer; Joseph Starr, assistant treas- 
urer; and Charles Lilian, secretary. On 
the board of directors are David S. Co- 
hen, Benjamin D. Schwartz, Jerome 
Altschul, Moe Gingold, Stanley Philip- 
son, Lon Friedman, Mason Schoen, Ear] 
Teschon, Howard Fox and* Ralph 
Abrams. 

David S. Cohen was presented a pair 
of Sheffield Candelabra by the new 
president, Morgan Grossman, for serv- 
ice rendered during his term of office 


Canadian Shoe Mfg. Assn. 
Elects Gagnon President 


Quebec, Canada—J. Edouard Gagnon, 
vice-president of Quebec Stitchdown 
Co., Ltd., was elected president of the 
Quebec branch of the Canadian Shoe 
Manufacturers’ Association at their an- 
nual meeting in the Chateau Frontenac. 

Ludger Duchaine, president of the 
National Association, was on hand to 
greet members at the banquet closing 
the meeting. Maurice Hebert addressed 
the shoe manufacturers and their rep- 
resentatives, speaking of the im- 
portance of shoe industry and its 
economic role in the Province of Quebec. 
One of the first industries ever to be 
initiated in Quebec City, shoe manu- 
facturing has become a French-Cana- 
dian specialty. He asked Quebec manu- 
facturers to foresee the needs of the 
Canadian population and produce new 
types of footwear to accommodate those 
needs, thereby keeping one of Quebec's 
leading industries always sure of a 
future. 


Shoe Company to Expand 


Blackshear, Georgia. The Pierce 
Shoe Manufacturing Company at Black- 
shear, Georgia has bought the land and 
building which the firm has leased from 
the city for some time, according to an 
announcement made by Mayor M. L. 
Gray. The company plans *o expand 
and increase its personnel. 
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U.S. Shoe Corp. Appoints 
New Sales Representatives 


Cincinnati, O.—Appointment of Irwin 
E. Finke and Arthur A. Meier to the 
sales organization of The United States 
Shoe Corporation was announced re- 





IRWIN E. FINKE 


cently by A. B. Cohen, president. 

Both Mr. Finke and Mr. Meier have 
had extensive experience in the shoe in- 
dustry and will assume their new duties 
of selling and merchandising Red 
(Gold) Cross Shoes immediately. Finke 
will cover the New England territory 





ARTHUR A. MEIER 


and Meier will cover the states of Min- 
nesota and Wisconsin. 

Mr. Finke has been associated with 
a number of shoe manufacturers, most 
recently the Plio-Mode Shoe Co.; Mr. 
Meier has been connected with the H. 
C. Prange Company of Sheboygan, Wis- 
consin, for the past 10 years and buyer 
for U.S.S.C. for the past 7 years. 


Three New Salesmen 
Join Propr-Bilt 


Humboldt, Tenn. — The O'Donnel! 
Shoe Corporation announced the ap- 
pointment of three additional repre- 
sentatives for Propr-Bilt children’s 
shoes. 

Warren Heise, son of A. G. Heise, 
Propr-Bilt’s West Coast Representative, 
will join his father in that territory 
A veteran of three years Coast Guard 
service in the South Pacific, Mr. Heise 
is already familiar with the many ac- 
counts in his territory, having traveled 
with his father after the war. 

Thomas F. Hartigan, who will cover 
Wisconsin, Nebraska, and lowa, was 
shoe buyer for Marshall Field and 
Company's Evanston, Indiana _ store 
prior to the war. After three years serv- 
ice with Patton’s Armored Forces in 
Europe, he rejoined Marshall Field as 
a buyer of women’s shoes. 

Charles O'Keefe, New England Rep- 
resentative, has a long retail shoe back- 
ground beginning with a store operated 
by his family. Prior to joining O’Don- 
nell he was shoe buyer for Goddard 
Brothers, Inc., Salem, Massachusetts. 


Johansen Salesman 
Transferred 


St. Louis Harry G. Johansen, pres- 
ident of Johansen Brothers Shoe Co 
has announced the acceptance of the 
resignation of Larrie H. Sass, sales 
representative in the New York City 
area. Sass, who has been with Johan- 
sen since June, 1934, has established 
an enviable sales record during his 
tenure with the company, Mr. Johansen 
said. 

Leonard E. Rogers, a sales repre- 
sentative of Johansen since March, 1932. 
has been named to fill the vacancy. 
For the past 13 years Rogers has rep- 
resented Johansen in Pennsylvania, New 
York state, Ohio, Maryland, West 
Virginia and eastern Michigan. 


Consolidated To Build 


Montreal, Canada Consolidated 
Footwear Corporation of Canada, To- 
ronto, subsidiary of an American Com- 
pany of the same name, which has head 
office at 366 Adelaide street West, To- 
ronto and factory in rented premise< 
at 11 Brant street, Toronto, making 
fleece-lined fur-trimmed leather over- 
shoes, slippers and playshoes, for Can- 
adian and British markets, plans to buy 
or build a larger plant in the Toronto 
area at an indefinite date. 
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Godman Company 
Re-elects Officers 

Columbus, O. — The regular annual 
meeting of shareholders of the H. C. 
Godman Company was held at the of- 
fice of the company last month and the 
following directors were re-elected for 
the ensuing year: J. H. Bauermeister, 
H. J. Kaufman, J. O. Moore, B. H. 
Crompton, M. J. Kuhn, N. E. Smith, 
J. L. Davis, C. A. Laubach, W. I. Vorys, 
U. L. DuBois and F. A. Miller. 

At a meeting of the directors im- 
mediately following the shareholder’s 
meeting, the following officers were 
re-elected for the ensuing year. F. A. 
Miller, chairman of the board; J. O. 
Moore, president; J. L. Davis, vice- 
president and treasurer; B. H. Cromp- 
ton, vice-president; N. E. Smith, sec- 
retary; H. W. Howe, assistant secretary 
and assistant treasurer. 


Gordon Becomes 
Winston Vice-President 
Salem, Mass.—John Rimer, president 
of Winston Shoe Company, Inc., here, 
has announced the admittance of Louis 
W. Gordon into the firm in the capacity 
of vice-president in charge of sales. 
Lou Gordon has been connected with 
this firm since its inception in 1941. 
Prior to that, he was associated with 
the wholesaling and manufacturing of 
women’s style shoes for over 20 years. 
Mr. Gordon is also vice-president in 





LOUIS W. GORDON 


charge of sales of Air-Flight Shoe Com- 
pany, Inc., Brooklyn, N. Y., as well as 
in complete charge of sales for Viner 
Brothers, Bangor, Maine. 

Winston Shoe Company, who has 
heretofore confined its production to 
women’s slotted construction, is now 
augmenting this line by taking addi- 
tional space to manufacture women’s 
low heel California and Compo lasted 
type footwear. Machinery and equip- 
ment are being installed for this new 
line, known as the Marcella Division. 

Joe La Torre, formerly superintend- 
ent of Consolidated National Shoe Com- 
pany, will be in charge of the new di- 
vision. Eric Weil is superintendent of 
slotted construction. John Rimer, is 
also leather buyer. 
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Vaisey-Bristol Appoints 
Special Representative 
Rochester, N. Y.— Vaisey-Bristol 
Shoe Company has announced the ap- 
pointment of Thomas B. Dunford as the 
home office special representative for 
Eastern United States. Tom Dunford 





THOMAS B. DUNFORD 


has specialized in the children’s shoe 
field since 1925. 

The Vaisey-Bristol Shoe Company, 
with dealers all over the country, has 
never had a salesman on the read and 
consequently has not had any personal 
contact with most of its dealers. Tom 
Dunford, to most dealers, will be the 
first personal contact with the Vaisey- 
Bristol] Shoe Company. 


Conformal Shoes Advertises 


On Radio Show 


New York—Conformal Shoe Co., of 
New York, a division of International 
Shoe Co., of St. Louis, Mo., has renewed 
its contract with Radio Station WMCA 
of New York City for spot announce- 
ments on the Tommy Dorsey dise jock- 
ey show. The renewal _ represents 
Conformal’s third 13-week cycle with 
the orchestra’ leader’s fast-moving 
platter program. 


Will Promote Sale Of 
Monsanto Plastics 


Springfield, Mass.—Appointment of 
Frederick W. Meuschke as assistant 
sales promotion manager of Monsanto 
Chemical Company’s Plastics Division 
has been announced here by James R. 
Turnbull, general manager of sales. 
Meuschke has been advertising man- 
ager of the Rumford Chemical Works, 
Rumford, R. I., for the past three years. 

A native of Richmond, Va., Meuschke 
is a graduate of Concordia College and 
the New York University School of 
Marketing. He was assistant advertis- 
ing manager of the Manufacturers 
Trust Company, New York, for six 
years prior to joining Rumford. Dur- 
ing the war he served at the Armored 
School, Fort Knox, Ky., for three years, 
with the rank of captain. 





Sales Set-Up 


Revamped by San Loo 

St. Louis W. H. Stolle, sales man- 
ager and buyer of San Loo, Inc., has 
announced a re-vamping of the sales 
set-up of the firm. 

Frank Summers, who has represented 
San Loo in the eastern territory has 
now been assigned the southeastern ter- 
ritory in addition and Lester S. Milford 
has been named sales representative in 
the midwest and southwest. E. R. 
(Frosty) King, well known in shoe cir- 
cles, has taken over the west coast ter- 
ritory. 

Mr. Milford, who just joined San Loo, 
came to them from Famous Barr Co. in 
St. Louis, where he had been a buyer 
for the past 15 years in the Sorority 
House women’s shoe department. 

Mr. Stolle joined San Loo last October 
as sales manager and buyer, then re- 
linquished the former position’ in 
December to Edward Neunuebel, upon 
the latter’s buying into the firm. With 
the recent resignation of Mr. Neunuebel, 
however, Mr. Stolle has re-assumed the 
responsibilities of sales manager along 
with his additional] duties of buyer. Mr. 
Neunuebel continues as a stockholder 
in San Loo, though he is no longer de- 
voting full time to sharing in its man- 
agement. 


Nathan Brezner Touring 


South America 

Boston, Mass. — Nathan Brezner 
treasurer of N. Brezner & Co., Inc., 
3oston, Mass. and Brezner Tanning 





NATHAN BREZNER 


Corp., Penacook, N. H., is on a three 
months’ trip covering all of South 
America by air, boat and train. It is 
understood that Mr. Brezner will re- 
turn to his office approximately June 1. 


To Establish Office in France 

New York—Max Gustin, head of Gus- 
tin-Guild-Rest, Inc., makers of custom, 
hand-made slippers for men and women, 
is in France for the purpose of re-es- 
tablishing an office and workshop where 
new creations will be developed for 
promotion in this country. During his 
stay abroad he will also visit Italy and 
Switzerland. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO.., Inc. 
WOrth 2-5180-1 
79-81 Reade St., New York 7, N. Y. 
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CHILDREN’S SANDALS 
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TWO STRAP SANDALS 
Retan Ber Elk I | shes 
Three Sole Process. RED, BROWN & 
WHITE. Sizes: 6-8 $1.90; 85-3 $2.25. 1 
mae te e . N F.OOR i 


Sales 


MARCUS MASIA 


120 West Broadway New York 13, N. Y¥ 
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RIDING BOOTS 


144.444444444444646 4 644 442 
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RIDING BOOTS 


@ English Type 








@ Calfskin Kip Uppers 

@ Leather Lined 

@ Goodyear Welt 

@ Leather Soles and Heels 

800 Ladies’ Brown $11.40 

801 Ladies’ Black $11.40 
Sizes 4-9 





900 Men's Brown $12.00 
901 Men's Black $12.00 

Sizes 044-12 
Terms: 2/10 N/30 
SEND FOR OUR 
198 CATALOG 


ARNOFF SHOE COMPANY 











Foot Comfort Week 


Planned by Dr. Scholl 


Chicago — The 32nd annual Dr. 
Scholl’s foot comfort week will be held 
this year from June 19 to 26 inclusive 
It is expected that more than 60,000 
drug, shoe, department, syndicate and 
general stores will participate in this 
outstanding merchandising event. 

Plans for this year call for special 
advertising in national and local pub- 
lications. Dealers’ tie-ins will consist of 
colorful, striking new window and 
counter display material. 


April 1, 1948 


Longini Shoe Co. Plans 
New Promotion 


Cincinnati, O.—The Longini Shoe Co. 
here has inaugurated a “Shoe of the 
Week” promotion in which it makes 
available to dealers a neon “Life 
Guard” sign permitting the dealer to 
display the selected shoe. The purpose 
of the advertising and merchandising 
plan is to introduce the “Life Guard” 
shoe to more and more potential cus- 
tomers in 1948. 

These shoes are nationally advertised 
in Good Housekeeping and also are fea- 
tured in a full page ad in Boot and Shoe 
Recorder each month. 

Besides the firm’s consumer and trade 
magazine campaign it plans increased 
use of newspapers, window displays and 
point-of-sale material, Newspaper mats 
of individual shoes as well as mats of 
complete layouts are furnished dealers, 
along with book matches, lipstick tis- 
sue booklets and needle cases, bearing 
the dealer’s imprint. 


There Is No Substitute 
For Ventilated Types 
(Continued from Page 45) 


with a rigid shank and, to be in good 
taste, should conform reasonably to the 
standards set for dress or street shoe 
wear. It should be made from materials 
which are heat repellent, or at least, 
not heat conducing. 

The ventilated shoe, as developed inthe 
late ’30’s, was just such an ideal warm 
weather shoe. It conformed to all the 
specifications and, throughout the coun- 
try, was generally accepted as a smart 
practical shoe for warm weather wear. 

Great manufacturers earned enviable 
reputations for the utility and smart- 
ness of their ventilated types. Indeed, 
it was the general rule for one or two 
manufacturers in a grade to sell most of 
the ventilated shoes in their price 
range, because their developments were 
so eminently satisfactory. 

Not an easy shoe to make, because 
of the necessity of additional] work on 
uppers in the stitching room, the ven- 
tilated shoe has always commanded a 
premium at wholesale and retail price 
levels. 

This Summer, when the dog days 
start, some retailers will have more on 
their minds than the heat, The “path 
of least resistance” sales psychology in 
recent years, and the bandying about of 
advertising catch phrases such as “gen- 
eral wear” and “all-purpose” shoe, will 
come home to haunt them. 

But, fortunately, when the curbstones 
start to sizzle, Mr. City Dwelling Con- 
sumer will doubtless forget the mean- 
ing of dual-purpose shoes, and make 
tracks for the shoe store in search of 
the cool comfort he remembers from 
the ventilated shoes of years past. Have 
an ample selection of them on hand. 
Ventilated shoes are good business this 
year, and will be, next year, and for 
many years to come. 














Men’s All-Leather 
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Regulation Baseball 
SHOES 75 
. 
Black HORSEHIDE 
uppers! Strongly 
| STITCHED leather 
| soles and RIVETED #720-Same os 
taps and heels! Spe- |above, except 
cial slits provide ex- [with smooth 
tra FLEXIBLE arch and jsplit leother 
counters. 3-prong |vppers. $4.00 
STEEL cleats. Sizes 5 
to 12, including holf 
sizes. Immedicte 
delivery! 
| 
PILOT SHOE CO. 
31 Hopkins Place + Baltimore 1, Md. 
Honest - mode Since 1899" 

















New York Ofkces, 508-5 @ Marbardge Bidg. New York | NY 
‘West Coast Offices, 401-402 Hass Bldg. Les Angetes | 4 Calf 
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FOOT SOCKS | 














“LYCO” seamless sole, elastic top, snug 
fitting heel, one shade only. 

“Celanese” Rayon any Y per dozen pair 
Quality Cotton - 

Packed in 6 doz. a +o Counter 
Easel or in dozen boxes ......sizes 8% to 11 
LYONS & COMPANY 
120 Duane St., New York 7, N.Y. 
Quality Shoe Store Supplies for 48 Years 
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RHINESTONE CREATIONS 





Rhinestone Side Bow 


Imported crystal stones 
set in silver or gold 
background with bow 
clips. 
7.20 “Immediate 
PER poz.Delivery” 
WRITE 


_sAhinestone Creations 
39th St. ~Phila., 








Allied Kid Distributes 
Clever Pamphlet 


Boston, Mass. — “All Kids Aren't 
Raised The Same”, according to a small 
picture pamphlet put out recently by 
Allied Kid Co., showing scenes from the 
lives of two children who are brought 
up “on different sides of town”. The 
bad kid insists on chewing tobacco, 
playing pool, cracking safes, and flirt- 
ing, while the good kid drinks soda pop, 
plays chess, brings an apple to the 
teacher, goes to art galleries and finally, 
in the last scene when the two clash, 
the best kid, an Allied Kid, wins. 

This mailing piece was directed to a 
long list, including manufacturers and 
retailers. 


Melville Reports Increase 
In Retail Sales 


New York — Melville Shoe Corpora- 
tion reported retail sales for the four 
weeks ending February 28 of $3,738,- 
565, compared with sales of $3,518,891 
for the comparable period of 1947, an 
increase of 6.2 per cent. Sales for the 
year to February 28 were $7,250,469, 
compared with sales of $7,029,022 for 
the same period last year, an increase 
of 3.2 per cent. 
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New Sales Office 
Opened In Boston 


Boston, Mass.—The Ideal Shoe Com- 
pany of Philadelphia, Pa., has opened 
a sales office at 111 Lincoln Street, 
Boston, for the purpose of contacting 
retailers, department stores and chain 
stores in the New England area. They 
have a complete line of women’s shoes 
covering arch shoes, novelty shoes of 
all heel heights, play shoes, sandals, flat 
heel welts and McKays, saddle shoes, 
camp moccasins and platform novelties. 

The office is staffed by Leonard H. 
and Frank J. Mersky, who will call on 
the trade. 


British Manufacturers 


To Hold Fair 


London, England— The second post- 
war British Industries Fair, the world’s 
largest national trade fair, is to be held 
this year from May 3 to 14. Alloca- 
tions of space to more than 3000 exhib- 
its representing 87 different trades, 
has been completed, and arrangements 
planned for the comfort and conven- 
ience of overseas visitors. 

Leather goods will be one of the main 
features of this year’s fair. The 
Leather, Footwear and Allied Indus- 
tries Export Corporation, at the invi- 
tation of Britain’s Board of Trade, are 
organizing a Leather Section at Earls’ 
Court, London, as a special feature, 
just as the Textile Section was high- 
lighted in 1947. British leather crafts- 
men have a world reputation for their 
high-quality goods. The display at 
Earls’ Court will show a representative 
selection of footwear, leather suitcases 
and handbags, goods which are being 
exported in considerably higher quan- 
cities than before the war. 


Pierce Company to Increase 
Size of Plant 

Blackshear, Ga. — Pierce Shoe Manu- 
facturing Company has agreed to buy 
its present plant which it has been 
operating on lease from the city of 
Blackshear, for the sum of $6,000, and 
announces it plans to increase the size 
of the present structure. 

City will receive a down payment of 
$1,000, with annual payments of $1,000 
for the next five years. The concern 
also will receive 15 years’ tax exempt- 
ion. S. C. Spatola and E. U. Ungar of 
the shoe factory also announce plans to 
increase the working force of 100 by 
150 after the building is enlarged. 


Opens West Coast Office 


St. Louis—M. K. Weil Shoe Company 
of St. Louis, is opening a West Coast 
office at 1005 Haas Building, Los An- 
geles. Their representative is Mr. Jack 
Grossman. They will handle St. Louis’ 
finest lines of cancellations and jobs. 
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The latest revised edition of 

THE SHOE AND LEATHER 

LEXICON — the 14th — is 
available again! 


This illustrated glossary of trade 
and technical terms serves a 
| very useful purpose for it is filled 
with hely-ful information. It is a 
steady source for your daily ref- 
|™@ erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75¢c per copy, prepaid 


BOOT and SHOE 
100 East 42nd Street 
New York 17, N. Y. 


RECORDER 











= 3033 
| bot _ Retailing 





MORE QUICK HELPS 
FOR SHOE RETAILERS 


from the only book of its kind; encyclo- 
|] pedia of practicable, workable ideas for 
|] the experienced merchant. No theories— 
all tried, true... NOT just another shoe 
|] book, but offers in addition to 138 specific 
|] shoe promotions, the best ideas from the 
entire retailing field for instant adaptation 
to his particular requirements. 
Foreword by PAUL H. NYSTROM, Pro- 
fessor of Marketing, School of Business, 
Columbia University. 
Please remit with order. 
54 x8 40 Chpts. 
306 Pages 3.50 Postpaid 


BOOT AND SHOE RECORDER 
100 E. 42nd St.. New York 17, N. Y. 
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iG «= WE SELLE 
y BRANDED 
QUALITY SHOES 


BELOW CURRENT PRICES 


Quality Shoes Since 1932 


Nationally Known for Surpluses from the 
Nation's Leading Manufacturers 


2M. K. WEIL SHOE CO. 5 


While in Town See Weil 
feo me 1215 Washington Ave. Pl ue 


St. Lovis 3, Mo. 





Shoe eee to Open 


In Temporary Location 


Montgomery, Ala. — A. Nachman, 
whose store is under construction after 
being destroyed by fire, will open its 
shoe department at a temporary loca- 
tion in the balcony of the annex. C. D. 
Moore, president of the Quality Shoe 
Company, with stores in Florida, will 
be the operator. Mr. Moore has been 
in the shoe business for twenty-three 
years. 

Mr. Moore will be assisted by Albert 
Endel and Joe Duck, well known Mont- 
gomery shoe men, as manager and 
assistant manager. The shop will fea- 
ture nationally known brands including 
Paradise, Queen Quality and Glamour 
Debs. 


Rebuilt Army Shoes Are 


Headed For Europe 

Kansas City, Mo. — The National 
Trade School shoe repairing division. 
1233 Grand avenue, recently dispatched 
the first of two shipments of 12,000 
pairs of rebuilt army shoes to the 
Lutheran World Relief, Inc., at Easton, 
Pa., for distribution in Europe. 

All the shoes were rebuilt by the 
400 students at the school, Charles D 
Price, manager of the division, said. 
Most of the shoes will be sent to relief 
stations in Germany. 

Another shipment which will be with- 
in a few months will be sent to the 
Methodist Committee for overseas re- 
lief, Price said. 





Buy Saving Bonds 





April 1, 1948 





Develop New 
Iridescent Material 

New York Lustrous, iridescent 
colors and a fine leather grain effect 
are combined in a new material called 
“Acmeglo”, which is now making its 
debut to the handbag, belt, shoe and 
novelty trades. It is claimed that this 
material can be used for many purposes. 

Developed by Acme Backing Corpo- 
ration, Brooklyn, New York, it has been 
tested for durability and light-fastness 
with satisfactory results. 

“Acmeglo” is available in gold, silver, 
bronze, and a wide range of novelty 
colors. 


A. S. Beck Gives 
Financial Data 

New York—A. S. Beck Shoe Corp., 
shoe manufacturer and operator of 117 
shoe chain stores, had a 23°% decline in 
net income despite a 14° gain in dollar 
sales in 1947 over the previous year, 
according to the annual report. 

The report gave no explanation for 
the decline in earnings, but it is under- 
stood the company absorbed increased 
leather costs last year without passing 
them on in the form of higher retail 
prices. The decline in leather and hide 
prices early in 1948 was viewed as a 

elp in maintaining moderate shoe 
prices and a high level of unit sales, 
said Saul Schiff, president. 

A. S. Beck has secured leases for ten 
new stores and plans to enlarge or re- 
locate ten existing stores. 





Monsanto Establishes Sales 


Office in Oregon 


Seattle, Wash. — Monsanto Chemical 
Company announced recently the estab- 
lishment of a sales office in Portland, 
Ore., to handle all Monsanto products. 
The office will be located at 421 South- 
west Sixth Avenue. It will be staffed by 
Baxter Pearson, representing chemica! 
and plastic sales, and W. W. Hayes, in 
charge of coating and adhesive sales. 


“Babe” Didrickson Visits 
Adams “ye Factory 


Pittsfield, H.—A recent visitor at 
the Adams Py Shoe Co. factory here 
was Mrs. Mildred “Babe” Didrickson 
Zaharias, famous woman athlete, who 
has assisted in the designing of women’s 
sport shoes for the local concern. She 
was greeted by James D. Adams, Jr., 
an executive of the company. 


Edison Bros. Report 

St. Louis—Edison Bros. Stores, Inc., 
reports consolidated net sales of 
$4,583,604 for the month of January. 
This compares with the $4,310,634 for 
January, 1947, an increase of $272,970 
or 6.33 per cent. 











BROWN KID ROMEOS 


Leather quarter back, leather insole, heavy 
leather soles, brown rubber heel 


SIZES INS — Daily or Weekly 









=510: Men's, 


Sizes: 6 to 12 
24 Pr. to case 








$2. 75 


@ pr. 
Net 10 days 


[donwean &O 


78S WN. Water St. Milwaukee 2, Wis. 











_ ACROBATIC SANDALS 








by Jayaveu 


trade 
mark 
reg 
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for adults 
wv : 
*4CROBK SIZES 9 to 3 
for children 
JAYRICH FOOTWEAR CO 80c pair 
East Lynn, Mass wholesale 





New Children’s 
Shoe Store Opened 


Roanoke, Va.—Roanoke’s new chil- 
dren's shoe store finally has a name 
and, as “Junior Shoeland,” opened its 
doors recently in the State and City 
Building, on First Street, S.W., it has 
been announced by Children’s Footwear, 
Inc., the sponsoring company. 


Shoe Store Remodeling 

Burbank, Calif.—Building permit has 
been issued fer construction of a re- 
modeling project for Fields Shoe Store 
at 130 North San Fernando Road, Bur- 
bank, Calif., to cost $10,000. 
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SALESMEN WANTED 


SALESMEN WANTED 
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SALESMEN WANTED 








SHOE SALESMEN WANTED 


By Established Manufacturer of Misses’, Children’s, Boys’ and Growing 


Girls’ Shoes. 
Our Line Retail $4 to $7. 


We operate an extensive Instock Department. 
We are interested in securing the full time services of experienced shoe 


salesmen for the following territories: 





GOOD OPPORTUNITY 
for 
EXPERIENCED SALESMEN 


Who are looking for a permanent 
and profitable connection selling a 
complete line of Ladies’ Style Foot- 
wear at popular prices and carried in 
stock. Territories open are Georgia 
and Florida, Indiana and Ohio, Min- 

















1. Arkansas 8. North and South Carolina nesota and Wisconsin. Write giving 
2. Kansas 9. Mississippi age and experience. 
3. Indiana 10. Minnesota 
4. Florida 11. St. Louis and Eastern — ol = yg Se oe 
5. Kansas City and Western Missouri 
Missouri 12. Virginia and West Virginia 
6. Louisiana 13. Arizona and New Mexico 
7. Wisconsin 14. Colorado 


Address 454, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. SALESMEN 
For Well Established Line of Women's 
In-Stock Novelty Slippers and Cas- 
uals direct factory sales. Territories 
open: 
Seuthern California 
Washingten and Oregon 
Nerth and South Carolina 
Virginia, Tennessee | 
Indiana 
lewa 
Wisconsin 
Eastern Pennsyivania 














EXCELLENT OPPORTUNITY 


Openings available in some Eastern, South Central and 
West Coast States for high-type, experienced men interested 
in representing well-known Foot Appliance Manufacturer. me 2 ‘Street, y = L. 
Complete, well-accepted line. Must know corrective fit- » 
ting, have car, and be free to travel. Previous road exper- — — 
ience helpful but willingness to work and serious desire to ALESMEN WANTED TO CARRY NA. 
succeed prime considerations. Full time —no side-line. LINE of Childress Red Geno Onis’ tae 
These are openings for honest, conscientious, hard working web en ky gh ny 
men, with sales ability, to join a successful organization, Mississippi; also Texas, Louisiana, Arkansas. 
where they will be happy in their work with unlimited op- 
portunity for earnings. Ask one of our men. 














Oklahoma; also Denver West, but not includ 
ing three West Coast States. Address: Box 
#430 care of Boot and Shoe Recorder, 209 South 
State Street, Chicago 4, Ill 





Write in confidence to Mr. Scott giving full particulars, 


qualifications and photo. TWO EXPERIENCED, LIVE WIRE 


SALESMEN 


One for Puerto Rico. One for Vir- L 
ginia, West Virginia. Fast Line of 
Women’s Casuals. New Corporation, 
so write in fullest confidence. Com- 
mission only. 


Address Box 466, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17. N. Y 


SCOTT FOOT APPLIANCE CoO. | 
1701 WEBSTER STREET OMAHA 2, NEBRASKA 

















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box number 
is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If advertiser’s own 
name and address is used, count each word (street number is one word) at word rate. Classified advertising is payable 
in advance. Send check or money order with your copy. No accounts are opened for classified advertising except for regular 
advertisers on contract. 

The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


*® Advertisements for this page must be in our New York Office 10 days preceding pubiication date ™ 
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SALESMEN WANTED 











OUTSTANDING OPPORTUNITY NOW AVAILABLE 


Well Known Eastern Manufacturer of Popular Priced 
Men’s Street Shoes has opening for man with following among 
Volume Buyers throughout Eastern Section of Country. Un- 
usual opportunity for right man. Give age; experience; ref- 
erences and your complete background in first letter. Ar- 
rangements for interview later. All replies strictly confidential. 


Address: Box +471, care of BOOT and SHOE RECORDER 
10 High Street, Boston 10, Mass. 


CPLENDID OPPORTUNITY FOR SALES 
~Y VEN WITH ESTABLISHED HIGH 
CLASS RAD i | t k we Me 
Wome ( l Loate 
\ R » g I . _ e 
I k We M " 
\\ nts 
ke Sf = e | t& S kK 
er y | s New \¥ 
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SIDE LINE SALESMAN WTD. 











SALESMEN WANTED 
For New York City 


Five Boroughs, to carry Outstand- 
ing Line of Popular-Priced Women’s 
Dress, Sport and Casual Shoes for 
Leading Eastern Distributor. Ex- 
perienced Men Preferred. Must have 
car. Territory well established and 
volume producing. Will consider draw- 
ing account to start. Reply in com- 
plete detail giving age, family status, 
present occupation, experience, ref- 
erences, etc. All information con- 
fidential. Satisfactory applicants will 
be given personal interview. 


KRISCHER, ROGERS & FISCHER 


20 North Fourth Street, Philadelphia 6, Pa. 








Golo Footwear Corporation 
129 Duane St. New York 13, N. Y. 
Has Openings for 3 Salesmen 
1. Alabama, Mississippi, Louisiana. 


N 


. Virginia, West Virginia, Ken- 
tucky, Tennessee. 

3. Wisconsin, Minnesota, Iowa. 
These three territories are well es- 

tablished, presently covered, and 

alive. They are excellent opportunities 

for good salesmen. Drawing account 

against commission. 


Address Box 474, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17. N. Y 


SALESMEN WANTED 


Side Line Salesmen Wanted f Hig 
Grade Line f Har Sewn Loafers 
me Moccasins f the Southern Stat 
Middle West ar West ( tA 


Adhanted Footwear uannee 
Constable, N. Y. 








WANTED 


Sales Representatives 


Side Line of Milwaukee made, 
High-Grade Welts for Chil- 
dren and Misses. 


CARL W. HERBST 


INC. 
512 W. FLORIDA ST. 
Milwaukee, Wisc. 

















SALESMEN FOR 
NATIONALLY ADVERTISED 
GOODYEAR LOCKSTITCH 
AND CASUAL TYPE SHOES 


Open Territories 


. Georgia, Alabama, Florida. 

North and South Carolina. 

. Missouri. 

. North Dakota, South Dakota, 
Minnesota, Iowa. 

5. Kentucky, Indiana, Tennessee. 


Address Box 484, care BOOT & SHOE ee 
100 East 42nd Street, New York 17, N 
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ALESMEN WANTED, WITH FOLLOW 

ING IN MIDDLE WEST territor t 
Ladies’ Quality Style Shoes, Made Ni 
York, Retailing $13.95 to $16.95. Add = 
care Boot & Shoe Recorder mm | 4c) 
Street, New York 17, N. 4 


EXCELLENT OPPORTUNITY FOR REP 


RESENTATIVE in Eastern Terr \ 
cluding Atlantic Coastal Area, on Men's W 
en s, B ve and > lren « I ne ; ‘ 4 
Boots. For details address Box 247 are 
Boot and Shoe Recorder, 10 Hig Street, Bos 
ton 16. Mass 
y ANTED SHOE SALESMEN WITH FOI! 

LOWING to sell mplete Line of Rubl 
Footwear. direct Fact ry shipment. Commis 
sion basis Address 23475, care Boot & SI 
Recorder, 100 East 42nd Street, Ne York 
x. ¥ 


EN CALLING ON SHOE STORES ANI 


VOLUME ACCOU NTS \ real 


flor extra earnings sell gg a complete ne 
easy -to-sell, Nat nally Advertise Infa 
and Children’s Shoes. Several territories 

tive territory now <¢ ered Lines 

and references in rey Address 2477. care 
Boot & Shoe Re roe 1 East 42+ Street 
New York 17, N. \ 


S'pt LINE SALESMAN FOR RETAII 

oe BOWS AND BELTS. All territories 
ssion basis. Address 24 

Boot & Shoe Re« ) East 421 Stree 

N \ N.Y 

CALESMEN WANTED Various Te 

OO, , : ‘ ‘ 

€- . s : . ‘ xt c 0 

} f rdir « x kx 

t \ ess 34 B & S 

Re I ' Ss New \ 

nN. ¥ 


IDELINE SALESMAN WANTED ro 

CARRY HIGH GRADE Children’s Welt 
Shoes and Ankle Straps. Commission Basis 
References. State Territory Address 2423 
care Boot & ~ | Recorder, 100 East 42nd 
Street, New Ye * 


OUTSTANDING LINE OF oyvs LELTS 
AND CHILDREN’S \NOD Vissks 


STITCHDOWNS t g ( 
In-Stock S« \ M s, Boys’ W 
i a Hi Solt ~ ‘ ~ 
Senate sakeres ricaries 4 ; 
nt \ = re fi rt & Ss 
I s New York 
QIDELINI ( TENNIS SHOES AVAII 
“ ABLE to Sale ‘ ne a Regula 
| s | s : 
M \ 
z=4s ! s k 
< | M 
CHOF \CCESSORY SALESMEN SALES 
) MEN WITH CONNECTIONS zo © 
BETTER SHOF LEPARTMENT St 
s \ i 
‘ ler 
\ | si I a 
K r » | 421 Ne \ 
%. 3 
M3! FACTURER ©} METAI RHINI 
STONI AND o ky STEEI SHOT 
BOWS desires Salesmet y ! 
Meta Ornaments RHINESTONE CREA 
IONS N t Street rh elph ; 
Pa. 





POSITION WANTED 





yo NG MAN PERSONARBLEI WILI 
* ING Extensive Custon Shwe Manufa 
' i ¥ ' r enter sales 

‘ lis \ Box 34 
& S Re 0 | 42nd S$ 
N \ > © 


Now EMPLOYED IN HARTFORD, CON 


NECTICUT, Salesman of } 
sants nositior n Greater Boston. Interviews 
Mondays. Address Box 348%, care of Boot & 
Shoe Re« ‘ Hig Street, Bostor 


Mass 





LINE WANTED 





Wites's) MANUFACTURERS’ LINE OF 
— S KID HOUSE SLIPPERS—Comy 
s. Write us what u produce ind 

es Address Rox 2483, care Boot & SI 


Recorder ) East 421 Street. New York 
N 
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FOR SALE 


FOR SALE 


POSITION WANTED 








318 HARVARD STREET 





FOR RENT 


183 ESSEX STREET — — Corner of South Street, Boston 
Fireproof Building, in heart of Shoe and Leather District; 32,000 
square feet of space in units of 3,000 to 13,000 feet. Approx- 
imately 2,000 feet of corner street floor space. 

Immediate Occupancy 


Inquire: H. N. GORIN & LEEDER MGMT., COMPANY 


LO. 6-7010 or Your Own Broker. 


BROOKLINE, MASS. 











PAM Y SHOE STORE, PARLOR TYPE, 
Carrying Nationally Advertised Brands it 
Lower Michigan town, population One Hur 
dred Thousand; Downtown Location d 

Box 2468. care Boot & Shoe Recorder, 10 


East 42nd Street, New York, 


TAMILY SHOE STORE: Good locat 

One of Long Island’ st Incon 
Clean Stock; Quality nds; Salor Fu 
nishings. Must he sold due to partr 
lisagreement. Cash necessary Address Box 
2472, care Boot & Shoe Recorder, 100 East 


12nd Street, New York, N. \¥ 






ershir 





WANTED TO PURCHASE 





ANTED TO BUY WOMEN’S ENCLI 
SIVE OR FAMILY SHOE STORE 
California. Write Stating Particulars. Address 
tox 2467, care Boot & Shoe Recorder, 106 

East 42nd Street. New York 17, N. Y. 


HOE STORE IN IOWA. Volume $25,000 
up. J. Kramar. 2133 Fir Street. Glenview 
Illinois 





WANTED TO PURCHASE 
F Equipped Wood Turning Plant, Capable 
Manufacturing Wedge Hee nly 
Address Box 435, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y 








JOBS * CANCELLATIONS * CLOSE 
OUTS AND IRREGULARS FROM 
FACTORY SOURCES ONLY * FOR 
DETAILS WRITE P. O. BOX 805, 
SYRACUSE, N. Y. 











First Shipment Alan McAfee 


Shoes Sent From England 


Washington, D. C. — Lewis & Thos. 
Saltz, Inc., importers and retailers of 
gentlemen’s fine apparel, ran an ad- 
vertisement last month in the Washing- 
ton Post, announcing the arrival of 
Alan McAfee shoes from England, It 
was the first shipment of the English- 
made shoes since the war. 





Buy Savings Bonds 
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MEN’S and BOYS’ DRESS SHOE 
MAN AVAILABLE 


To some Shoe Manufacturer. Suc- 
cessful in every position he has 
tackled. Can Style and Organize a 
Selling Force that will get results. Is 
well known to the Shoe Trade. He is 
what we consider an efficient, re- 
sponsible man of good character and 
background. He cooperates with his 
salesmen and is highly regarded by 
retailers, manufacturers and salesmen 
in the shoe industry. 


Address Box 476, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y 











BUSINESS OPPORTUNITY 





HONOLt Ll HAWAII: Nationally Known 
Corrective Shoes; Well established Retail 
Busine Real opportunity for right 
" $12.000 investment required. Address 
Box 2453, care of Boot & Shoe Recorder, 209 
So. State Street. Chicago, II] 
DARTNER WANTED in good going Shoe 
“ Store in Jersey Cit all branded makes 
Must 1 e about $20.000 cash, Address Box 
2448. care Boot & Shoe Recorder. 100 East 
$2nd Street. New York 17. N. ¥ 


-—ATTENTION— 
SHOE MANUFACTURERS 


Nationally Known, Old Established 
Arch Support Manufacturer wishes 
to offer a New. Unusual, Patented 
Correction to be used in Shoes. This 
proposition honestly warrants your 
immediate attention. 

BOX 592 
1474 Broadway New York 18,N. Y. 














WANTED TO PURCHASE 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men, Women and 


Children. 

FOR CASH 
BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7. N. Y. 
Telephone WOrth 2-4548 











SSSSSSSSSSSSSSSS 
= TurnYourSurplusStock § 
5 $$$ Into Cash $$$ 5 


g CLOSE-OUTS — JOBS— g¢g 
g Complete Stocks — Gov't § 
$ Surplus Footwear —Clothing ¢ 


S$ WELDON SHOE & SLIPPER CO. : 


720 Fifth Ave. Pittsburgh 19, Pa. 
Phene ATiantic 0705 





LINE WANTED 








MANUFACTURERS 


West Coast Shoe Travelers Associates have capable 
salesmen in their organization to represent your 
company. All territories Denver West. If you have 
Openings in above territories communicate at once 
with our Association. WEST COAST SHOE 
TRAVELERS ASSOCIATES, ROOM 320, HAAS 
BLOG 219 WEST SEVENTH STREET, LOS 
ANGELES 14, CALIF 











NEW YORK REPRESENTATION 
Is Offered to Shoe Manufacturer desiring 
xpert sales effort Office-Showr i 
the heart f e Shoe Trade Market Mer 
chandising nm commissior isis 
Address Box 479, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17. N. Y 











WANTED TO PURCHASE 











TOP DOLLAR! 


FOR YOUR ODDS and ENDS, CLOSE 
OUTS or COMPLETE STOCKS 


EDDY SHOE COMPANY 
. Always Reliable 
46 No. 4th St. Phila. 6, Pa. 
Phone: LO-3-9533 











GET TOP VALUE 


In Selling Your 


® SURPLUS STOCKS or 
® COMPLETE STORE 


CAMITTA SHOE CO. 


120 No. 4th St Phila 6, Pa 
Phone Lombard 3-2062 














MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


7@ Reade Street New York 7, N. Y. 
Telephene: WOrth 2-896] 








Boot and Shoe Recorder 
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WANTED TO PURCHASE 


WANTED TO PURCHASE WANTED TO PURCHASE 








SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 
9S Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 

COrtlandt 7-6378-9 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 
YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 














BUSINESS OPPORTUNITY 








WANT a permanent business 

D profession of your own? Learn 

0 Ou ::: Stephenson Method of 

making and fitting corrective 

arch supports. Earnings of men and women in this 

profession run as high as $50 to $100 weekly. Not 

nedical or chiropody——easy terms for home train- 

ing —no further capital needed, no goods to buy, 

"0 agency. Write for free booklet. 51 years in 
business STEPHENSON METHOD 

12-30 So. Market St., Boston, Mass 











New Look in Men’s Shoes 

New York — Style experts of United 
States Rubber Company are putting 
the “new look” into a new line of men’s 
shoes which will be introduced this 
Spring. 

The shoes are designed for wear at 
the beach and country club and while 
boating; also for “loafing around the 
house.” The accent is on comfort 

Uppers are made of multi-colored 
fade-proof fabrics. Cork and crepe rub- 
ber soles insulate the feet against -heat, 
and a sponge rubber innersole provides 
added comfort. When the shoes get 
dirty they can be laundered in a wash- 
ing machine. 

The new shoes will be distributed 
under the name of U. S. Strollers. 


Detroit Store Sold 


Detroit, Mich.—Herman’s Shoe Store. 
near-downtown neighborhood store at 
907 Michigan Avenue, has been taken 
over by Abraham Sominsky, formerly 
in the apparel field. The former owner, 
Herman Sandler, who originally estab- 
lished the store about four blocks West, 
has moved to California. The store 
carries a general family shoe line. 


April 1, 1948 





TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 
Convert into cash—any quantity 
Your Name Protected ... Write — Wire or Phone 
Reliable Specialists in Fine Shoes for 15 Years 


M. K. WEIL SHOE CO. 


1215 Washington Avenue—St. Louis, Mo Central 4898 











CASH PAID FOR WILL PAY CASH 


SHOE STORES 











CLOSE OUTS, JOB LOTS For Stock, Stores, and Leases. Penn- 
SHORT LEASES ASSUMED sylvania, New Jersey, Maryland or 
: s A E | i Delaware. 
93 READE ST. NEW YORK 13, N.Y. Address Box 148, care BOOT & mee <2 
Telephone WOrth 2-2515 100 East 42nd Street, New York 1 



















BARIS BUYS for CASH 


Quality Shoes for Men, Women * 
and Children Short Term Leases Assumed 


Scrupulous Protection Sur Name and Brand since 1932 


ARIS SHOE CO., Inc. 





New York 7, W. Y. Tel.: WOrth 2-5180 











New Location For MERCHANTS’ NEEDS 
Shoe Store 


Evansville, Ind.—Kinney’s Shoe Store 








staged a formal opening in its new and NEW ADJUSTABLE 
modernized location at 507 Main street. |] pi ive r 
The cost of redecoration and fixtures rhc then i G 
was $40,000. Be LLY ULIP 
Lloyd Hazlett, manager of the store, tion at all for Price Tickets 





has departmentalized the air-conditioned times. } 
salesroom. Men’s,women’s and children’s || This is an ex- 
shoes are handled in different depart- || clusive pat- 
ments. There is a fourth unit for hosiery ented feature. 


and handbags. Interior of the building (|| $5 gross 
is in blond wood with vastel-shaded $2.75 
walls. Mr. Hazlett ordered a complete half gross 


new stock of merchandise for the open- 
. ; M. D. POLLINGER CO. 


ing. The store was moved from neat 
Fourth and Main streets. HOLLAND BLDG. ST. Lous, moO. 


Purchase Shoe Departments Shoe Store Damaged 


Albuquerque, N. M. — Ear! Schwers By Fire 
and Larry Campbell have purchased Wercester, Mass Fire feeding on 
~ a — woe oF a cardboard shoe boxes of the Kinney 
a ia ie : Sehw cor Po bell — —— Educator Shoe store at 100 Front street, 
em under Schwers-Vampbdeli, inc., aC- here, caused damage estimated at $15,- 














cording to a statement issued by Mr. 000. The flames burned through doors 

Schwers, President of the new corpora- and windows of the store. Dean Willey, 

tion. store manager, said there was a stock 
At present they are operating leased of $50,000 in the establishment. 


shoe departments in the Hinkel De- 
partment Stores in Roswell, Santa Fe 
and Albuquerque, New Mexico with q . sta 
headquarters in Albuquerque. Become The Sole Owners 

Both Mr. Campbell and Mr. Schwers Ellis, Kansas — Rudolph and Henry 
are very well known in the shoe in- Seibel, shoe dealers here, announced 
dustry. Mr. Campbell recently resigned recently that they had purchased the 
as branded shoe buyer from Wohl Shoe _ interests of Wm. Rueschloff in the 
Co. with whom he was associated business and are now sole owners. The 
for fourteen years. Mr. Schwers re- Seibels have been adding a number of 
cently resigned from Carla Shoe Co. for nationally known lines to the stock and 
whom he was Midwestern representa- plan to carry a stock of shoes for all 
tive for the past two years. members of the family 


97 














MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 














All Shoemen should own an ALL PURPOSE SHOE STICK 
$2.95 P.P. 





ROOM 204 Guaranteed for All Time 
a2e w. main st ALL PURPOSE SHOE STICK CO. rockrorp, iitnors 


SAVE SALES 
Easy to Use for all types 
of shoe stretching on men's 
women’s and_ children's 


shoes. 











War RTISING 
//° e 
onl ( Cippings 
—here’s how to get 
More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex 
pensive way to keep in touch with what's 
going on 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course 





VINCENT EDWARDS & CO. 


World’s Largest Advertising Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news 
paper ad clipping service and special short 
term trial offer 
Name 
Company 


City . sicabiidililadil cndaciaeneaieiiiiaicaialeidi 











Customers Interested In 
Wedgies For Spring 

Cheyenne, Wyo. — Wedgies, profes- 
sional white shoes and dressy black 
patent and calfskin pumps have taken 
the spotlight here in recent weeks, 
while the Flory Shoe store provided the 
footwear for a “down-to-earth” fashion 
show staged at the Fort Warren Of- 
ficers’ club. Featured at the style re- 
view were black calfskin and white doe- 
skin open toe, closed heel pumps with 
bows of self-material; sling pumps in 
black patent and black calfskin; and 
sandal-type wedgies in white kid and 
black doeskin. Matching handbags also 
were modeled. 

The Cheyenne Shoe store reported 
considerable customer interest in a new 
wedgie which was promoted for wear 
with Spring suits. The popular number 
had the new narrow, rounded toe, and 
the medium height wedgie heel for 
walking ease, plus twin straps. Colors 
were cherry red and navy blue, in 
polished leather. 
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Open Sandals Praised 
By Texas Scientist 

Lubbock, Texas — A Texas scientist 
has come to the defense of women who 
wear open sandals the year around. 

According to M. F. Landwer, asso- 
ciate professor of biology at Texas 
Technological College here, open san- 
dals keep the feet warmer in cold 
weather than do closed shoes, which 
tend to cut off blood circulation in the 
feet. 

“Even a little tightness will cause 
chilliness,” Landwer asserts. “On the 
ether hand, sandals that fit loosely, 
when supplemented by a couple of pair 
of socks, will keep the feet warm.” 

The professor adds that he occasion- 
ally wears closed shoes in deep snow. 

















Handy, durable clamp for 
displaying pairs in many po- 
sitions. No display stand sg-°° 
needed. Price per dozen 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 














Buy Savings Bonds 





January Shoe Output Shows Slight Gain 


Washington, D. C. — Production of 
shoes and slippers totaled 41 million 
pairs in January, according to the Bu- 
reau of the Census, Department of 
Commerce, This output was 2 per cent 
more than the 40 million pairs produced 
in December 1947, and approximated 
the output in January 1947. 

Shipments of footwear in January 
totaled 40 million pairs valued at $158 
million, an average price per pair 
shipped of $3.91. December 1947, ship- 
ments were 38 million pairs valued at 
$149 million and shipments in January 
1947, were 40 million pairs valued at 
$152 million. The average price per 
pair shipped in December was $3.87 and 
in January 1947, shipments averaged 
$3.80 per pair. 

Women’s shoes, sandals and play 


shoes produced in January totaled 18 
million pairs, 10 per cent above the 
December output but 3 per cent under 
that in January 1947. These types of 
footwear made for men totaled 9 mil- 
lion pairs in January, The December 
and January 1947, output for men’s 
shoes, sandals, and play shoes was also 
9 million pairs in each month. 

Slippers for housewear continued to 
decline in production. The output in 
January totaled 2 million pairs, 32 per 
cent under the December production and 
3 per cent less than the output in Jan- 
uary 1947. 

Comparative production figures for 
January 1948, and December and Jan- 
uary 1947, and the per cent of change 
are shown in the following summary: 





KIND OF FOOTWEAR yeoman 
1948. 

(Prelim- 
inary) 

Shoes and Slippers, Total 10,786 


Shoes, Sandals, and Playshoes 
Men's 
Youths’ and Boys’ 
Women's 
Misses’ 
Children’s 
Infants’ 
Babies’ 
Slippers for Housewear 
Athletic 
Other Footwear 





Minus sign (-) denotes decrease. 


PRODUCTION 
(Thousand Pairs) 


Per cent of Change 
January 1948 
Compared with— 


» 
December January 


1947 1947 December January 

A 1947 1947 

(revised) (revised) 

39,849 41,051 2.4 -0.6 
35,794 38,049 5.9 -0.3 
9,306 9,221 0.3 1.3 
5 1,699 -10.2 -17.8 
1 19,024 10.5 -3.0 
2,407 6.6 15.7 

2,464 6.6 3.4 
2,066 5.8 -3.9 
1,168 4.5 21.5 
2,475 -32.4 -3.4 
358 -15.5 -17.6 
169 7.2 5.9 
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Feature and display Allen Edmonds “Skos,” ad- 


vertised during April in Esquire, 
day and Newsweek. Send for 
dealer mats, counter and wind 


to tie-in with this big national promotion. 


Remember these 
exclusive features insure 


steady repeat business. 

1. Allen Edmonds’ U-Turn Flexibility 
+++ assures matchless comfort 

2. Allen Edmonds’ special Noiless 
Osteo-poth-ik Construction elimi- 
nates breaking in. 

3. Allen Edmonds’ unique STOCK 
PLAN . tuts inventory, multiplies 
turnover, pyramids profits 


U-Turn Flexibility : 


Wild Boarhide 


Time, True, Holi- 
arresting 
ow cards 


Allen Edmonds 


Belgium, Wisconsin 





TIE-IN WITH 
THIS 
PROMOTION 





— 
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Gerda Footwear Co 54 
Goodwill Shoe Co. 


Grosvenor, ¢ \ Shoe Co 


Harriett Couplin Porteous 
Health Spot Shoe Co 

Hess, Harry 
Holland-Racine Shoes, Inc 
Hubschman, E., & Sons, Inc. 
Hussco Shoe Co. 


Imperial Fur Products 


Jay-Rich Footwear Co 
Julian & Kokenge Co 


Keith, George E.. Co 
Krippendorf-Dittmann Co 


Lederer Industries 
Levor, G. & Co., Ine. 


Lyons & Company ~ 


Marbach, Ben, Footwear Co. 
Marcus Masia 
Maitin, Glen L., Co. 


Miller, O. A., Treeing Mach. Co. 


Mishawaka Rubber & Woolen Mfg. Co. 


Model, Henry & Co., Inc. 
Monroe Brothers Co. 
Moore Fabric Co. 


National Sales Co. 
Ohio Leather Company 


Pfeiffer’s. Inc. 
Pierce, C. S., Co. 
Pilot Shoe Company 


2nd Cov 


Pollinger, M. D.. Co 
Powell & Campbell, In« 


Prima, Inc 


Rhinestone Creations 
Roger Kent Plastics 


Rubin, Irvin 


S. & M. Chemical Co 

Sabin, B 

Sandler \ Co 

Selby Shoe Co 

Shoe Mfgrs, Board of Trade of N. Y 
Southwestern Shoe Travelers Assn 
Sporting Shoe Co 

Stephenson Method 

Sundial Shoe Company 

Superior Shoe Co 


Surrey Footwear Co 


Taylor, E. E., Corp 
Transparent Shade Co 
Trimfoot Company 


20th Century Footwear Co 


United Last Company 
United Shoe Machinery Corp 

10, 22 
Bristol Co 
Vincent Edwards & Company 
Volk, P. H., Co. 


Vaisey 


Walk-Over Shoes 

Weil, M. K., Shoe Co. 
Weldon Shoe & Slipper Co. 
Woman's Day 


Yankee Shoemakers 
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Now! Re-Size 





There’s a magic ticket... 


packed with every pair of Etonic First-in-Fit Shoes, 
giving stock number, size and width. Every time you sell a 
pair of Etonic First-in-Fit Shoes, you place the ticket in the 
Etonic Automatic Re-Size Slotted Box. 





Each week... 


you slip the accumulated tickets into a ready-addressed 
postpaid envelope and drop it in the mail to us. 


We write up... 


the order for you, send you a duplicate. 


a oe 


HERE’S HOW YOU BUY ’EM. AS 
YOU SELL ’EM . GET AT LEAST 
4 TIMES ANNUAL TURNOVER ON 
MINIMUM INVENTORY ... ELIMINATE 
ODDS AND ENDS WITH ETONIC’S 
BIG 4 PROFIT PLAN! 





We replace... 


your stock direct from the tickets as soon as they 
reach our In-Stock Department at Brockton, Massachusetts. 


In a few days... 


the numbers you sold are back on your shelves! 











Start the Plan Now!... 


For 4 times, or more, annual turnover . .. call in your 
Etonic First-in-Fit man . . . he’s an expert at planning your basic 
stock according to your needs from Etonic’s Scientific Size 
Ranges! Just mail the coupon today! 





ETONIC’S AUTOMATIC RE-SIZING SYSTEM — another 
Etonic dealer first—is completely automatic. You 
don’t have to take old-tashioned inventory, you 
don’t even have to write an order. You just buy ‘em 
as you sell’'em . 


YOU OPERATE ON MINIMUM INVENTORY —a month's 
minimum stock of staples in Etonic’s Balanced Size 
Ranges, instead of an unwieldy 5 or 6 months’ 
supply. That’s because your stock is automatically 
kept at the planned level. New stock is always in 


MAIL THIS COUPON TODAY! 


PSSSSSeeerseeosrressrreerrrsy 
CHARLES A. EATON COMPANY 


in Esquire 


MADE IN THE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASSACHUSETTS 


100 


. » 
. Brockton 64, Mass 2 

e Please send me full information on « 

° Etonic Automatic Re-Sizing Plan and = § 

a Big 4 Profit Plan. e 

> RIOT cccnciniamctiemnnnnetaiiaicananenii — = 

. ” 

e Buyer . 

« ; . 

s Address BS Nationally Advertised 
SSSSSSSSeeeeeeeeeeeeeaeaeeeaae ’ 


route to you from Efonic’s Complete In-Stock 
Department...with America’s largest range 
of sizes and widths . .. AAA-EEE, 5-18! 

4 TIMES OR MORE ANNUAL TURNOVER is the 
result . . . instead of a turnover of only 
112 or 2 times a year under old- 
fashioned systems. And you know what 
that means in solid dollar profits 
to you! 

Mail the coupon for details today! 












Fine Bootmakers Since 1876 


Boot and Shoe Recorder 








F or baby shoes you need a leather 
that’s soft, and mellow, yet firmly 
fibered, and with an easily 
for the most i mportant shoes of all cleaned surface that takes 
hard wear. That’s Colonial 


Elk. It’s easy to work, and cuts to 





’ advantage, because of its uniform 


thickness. Colonial Elk comes in pretty 





Cli 






pastel colors, too. Infants’ wear buyers 
report that baby shoes made in them 
are snapped up as fast as they come 
in. We'll be glad to send you samples 
of our baby colors, and of white, 


too, if you write us for them. 
. y) 


COLONIAL TANNING CO., INC. 
Boston 11, Massachusetts 





April Showers are Fine for Flowers 


BUT MIGHTY TOUGH ON SHOES 


No “fair weather friends” these 
GERBERICHS but really go-any- 
where, do-anything companions. 
Rough weather is tough weather 
on any shoe but GERBERICHS’ finer 
materials and sturdier workman- 
ship, keep them looking better even 
after longer, harder wear in bad 
weather. No wonder they’re’ Amer- 
ica’s most popular line” with boys, 
their parents and with retailers. 
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GERBERUH- 
PRYWE SHOEI BES 


MOUNT JOY PENNSYLVANIA 








